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ABSTRACT 
 Pop-up retail is a form of experiential marketing that has expanded in Western 
societies and is seeing an emergence in Asian societies. Hedonic and utilitarian benefits and 
individual differences have been found to be important to acceptance of pop-up retail for 
U.S. consumers. Cultural differences influence consumer responses, therefore, research is 
needed to understand the factors affecting consumer acceptance of pop-up retail in Asian 
societies. The purpose of the present study was to investigate the acceptance of pop-up retail 
among Taiwanese consumers.  
The present study measured 1) the effects of individual differences (consumer 
innovativeness, shopping enjoyment, and materialism) on perceived benefits (hedonic 
benefits as well as utilitarian benefits), 2) the effects of individual differences on attitudes 
toward pop-up retail, 3) the effects of perceived benefits on attitudes toward pop-up retail, 
and 4) the effect of attitudes toward pop-up retail on intentions toward pop-up retail. In 
addition, this study examined the moderating roles of cultural values (interdependent and 
independent self) on the relationships between individual differences and perceived benefits.  
 Before survey data were collected, a focus group was conducted to 1) ensure the 
descriptions and images of pop-up retail provided in the survey were effective and 
understandable, 2) understand the potential benefits offered by pop-up according to 
Taiwanese consumers, and 3) refine items due to translation problems. A pretest followed the 
focus group to ensure clarity of the survey. A judgmental sampling approach was used in the 
formal survey, which is often employed to test the acceptance of new products or marketing 
strategies by potential customers (e.g., Malhotra, 2007). A paper survey was distributed in 
class to 1,000 college students in three urban areas—North West Taiwan (Taipei City), 
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Middle West Taiwan (Taichung City), and South West Taiwan (Kaohsiung City), which 
includes most of the nation‟s population. Nine hundred and two surveys were usable.  
Based on results of SEM, the measurement model showed a good level of fit.  The 
results of the structural model of SEM showed individual differences were associated with 
perceived benefits. The findings showed that a higher level of consumer innovativeness or 
shopping enjoyment was associated with the importance of hedonic benefits; a higher level 
of consumer innovativeness or materials was associated with the importance of the utilitarian 
benefit of facilitators of product evaluation; consumer innovativeness or materialism was 
related to the importance of the utilitarian benefit of self-enhancement. Hedonic benefits and 
the utilitarian benefit of self-enhancement were positively related to attitudes toward pop-up 
retail; and positive attitudes toward pop-up retail were associated with intentions toward pop-
up retail. Cultural value (interdependent self) had a significant moderating effect on one 
relationship, between materialism and the perceived utilitarian benefit of self-enhancement.  
These findings provide insight for marketers and retailers who would like to launch 
pop-up retail in Taiwan. Hedonic benefits (e.g., novel stimuli offered by exclusive products, 
experiences, and/or retail designs; cognitive challenge from unique product displays; and 
arousal of emotion from high energy crowds) and the utilitarian benefit of self-enhancement 
(e.g., products and events that enhance social standing and admiration of others) were 
important elements, which led Taiwanese consumers with a higher level of innovativeness, 
shopping enjoyment, or materialism to develop a positive attitudes and consequent positive 
intentions toward pop-up retail. Thus, marketers may employ such hedonic and/or utilitarian 
benefits, based on their target customers when developing their marketing mix (product, 
promotion, place, and price). Furthermore, retailers and marketers should emphasize 
ix 
 
 
 
marketing and public relations campaigns to promote word-of-mouth publicity and help 
reluctant, risk-averse Taiwanese consumers to become familiar with the new format. In turn, 
this may lead consumers to develop positive attitudes toward pop-up retail. Through 
providing hedonic and/or utilitarian benefits and supporting such marketing campaigns, 
marketers may create positive attitudes among Taiwanese consumers toward pop-up retail 
and, thus, increase their willingness to explore and accept pop-up retail. 
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CHAPTER 1.  OVERVIEW 
 
Introduction 
Within commodity or service economies (e.g., Pine & Gilmore, 1998), consumers 
desire commodity products or services to satisfy their physical needs and psychological 
wants (Kotler & Armstrong, 2008). Today‟s consumer has changed (e.g., Pine & Gilmore, 
1999; Postrel, 2003; Richards, 2001); these consumers also want memorable marketing 
experiences that “dazzle their senses, touch their hearts, and stimulate their minds” 
(Lenderman, 2007, pp. 18-19). These experiences are believed to enhance the value of the 
product (Lenderman, 2007; Pine & Gilmore, 1998; Schmitt, 1999).  
Experiential marketing strategies, which focus on memorable consumer experiences 
(Pine & Gilmore, 1998; Schmitt, 1999), represent an approach undertaken by a growing 
number of firms (Gilmore & Pine, 2002; Schmitt, 1999). For instance, The Pleasant 
Company has created The American Girl place, which includes a café, theater, and salons 
(Gilmore & Pine, 2002) that stress one-on-one interactive, unique experiences. This fantasy-
filled consumer experience leverages the value of the product.  
Pop-up retail is a form of experiential marketing, which entails limited-time venues, 
new or exclusive products, and one-on-one personal experiences with a brand and its 
representatives (Niehm, Fiore, Jeong, & Kim, 2007). For instance, Nike opened a pop-up 
store in the SoHo section of New York City to sell 250 pairs of special edition NBA All-Star 
LeBron James shoes (Gogoi, 2007). Once the pop-up store was gone, those products would 
not be found again. 
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Memorable pop-up retail experiences come from unique, multi-sensory atmospheres, 
events, and promotions; highly innovative and aesthetic product lines; limited edition 
products, and interactions with knowledgeable brand representatives and fellow customers 
(e.g., Kim, Fiore, Niehm, & Jeong, 2010; Niehm et al., 2007; “Pop-Up Retail,” 2005). Both 
hedonic and utilitarian benefits are derived from pop-up retail (Niehm et al., 2007), such as 
sensual pleasure, cognitive challenge, and arousal of emotions (i.e. hedonic benefits), as well 
as recognizing product features and satisfying curiosity (i.e., utilitarian benefits). 
Pop-up retail is a relatively new marketing strategy and has just begun to make its 
way from individualistic, Western countries such as the U.S. and Western Europe to 
collectivistic, Eastern countries such as Mainland China. Yet, I have found no examples of 
pop-up stores in Taiwan. Researchers have found that Confucian philosophy influence 
consumption values (perceived utilitarian and hedonic benefits) of Chinese consumers 
(Chang, Burns, & Francis, 2004; Kim, Forsythe, Gu, & Moon, 2002; Sin, So, Yau, & 
Kwong, 2001; Tse, Wong, & Tan, 1988; Xian & Kim, 2009), as well as attitudes (Chang, 
Burns, & Francis, 2004; Chung & Pysarchik, 2000; Ko, Sung, & Yun, 2009; Lee & Green, 
1990). Cultural differences may influence the acceptance of experiential marketing strategies 
in general, and pop-up retail in particular; however, the author have found no research related 
to the acceptance of pop-up retail by Chinese consumers.  
Past studies have also found that cultural differences influence consumer 
innovativeness (Ruvio & Shoham, 2007), shopping enjoyment (Millan & Howard, 2007), 
and materialism (Liao & Wang, 2009). However, no research has investigated how cultural 
values moderate the relationship between those variables of individual differences and the 
perceived utilitarian and hedonic benefits. Furthermore, no research has examined the impact 
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of culture differences at an individual level (independent/ interdependent) rather than a 
country level (individualism/ collectivism) on perceived utilitarian and hedonic benefits. To 
have satisfactory reliability and validity in Chinese samples, Lu and Gilmour (2007) 
developed a new Independent and Interdependent self-construal scale, which has not been 
applied in marketing research.  
The study will investigate relationships between individual differences (differences in 
consumer innovativeness, shopping enjoyment, and materialism) and perceived benefits 
(hedonic and utilitarian benefits), between perceived benefits and attitudes toward pop-up 
retail, and between attitudes and consumers‟ intentions toward pop-up retail. Also, the study 
will measure how cultural differences moderate relationships between the aforementioned 
individual differences and perceived hedonic and utilitarian benefits of pop-up retail. 
Fishbein and Ajzen‟s (1978) Theory of Reasoned Action will be employed to assess how 
beliefs, attitudes, and behavioral intentions toward pop-up retail are interconnected.  
As consumers desire novel and/or exclusive shopping experiences (e.g., Gogoi, 2007; 
Lenderman, 2007), more apparel, fashion, and retail companies have implemented pop-up 
retail as an important marketing strategy to promote brands and build brand loyalty as well as 
build customers‟ relationships. Although pop-up retail has become more widespread in 
Western and Eastern countries, and luxury brands have implemented pop-up retail as an 
important global strategy, no research has investigated how cultural values will affect 
consumers‟ acceptance of pop-up retail. Therefore, this research will fill the gap by 
investigating how culture moderates the relationship between individual differences in 
consumer innovativeness and perceived hedonic and utilitarian benefits. In addition, the 
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results of the study can assist marketers in implementing useful marketing strategies to attract 
Taiwanese consumers to accept pop-up retail.  
Objectives of the Study 
 The broad objective of the present study is to investigate the influence of individual 
differences and Chinese cultural values on consumers‟ acceptance of pop-up retail. 
Particularly, objectives of this study are to test:  
1. The relationship between individual differences (consumer innovativeness, shopping 
enjoyment, materialism) and perceived hedonic and utilitarian benefits of pop-up 
retail 
2. The relationship between perceived utilitarian and hedonic benefits of pop-up retail 
and attitudes toward pop-up retail 
3. The relationship between attitude toward pop-up retail and intention toward pop-up 
retail 
4. The mediating effect of perceived hedonic and utilitarian benefits of pop-up retail on 
the relationship between individual differences (consumer innovativeness, shopping 
enjoyment, and materialism) and attitude toward pop-up retail 
5. The moderating effect of Chinese cultural values on the relationship between 
individual differences (consumer innovativeness, shopping enjoyment, and 
materialism) and perceived utilitarian and hedonic benefits of pop-up retail.  
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Definition of Terms 
Arousing emotion: “a feeling state varying along a single dimension ranging from sleep to 
frantic excitement” (Fiore & Kimle, 1997, p.43); can be derived from both products and 
environments (Fiore & Kimle, 1997). 
Attitudes: “a lasting, general evaluation of people (including oneself), objects, or 
issues” (Solomon, 2004, p. 595).   
Behavioral intentions: the likelihood or probability of a behavior (e.g., Solomon & Rabolt, 
2004).  
Cognitive challenge: mental challenge that is derived from “understanding and creating 
content or symbolic meaning and from mental activity” (Fiore, 2010, p. 81). 
Cognitive pleasure: pleasure derived from cognitive challenge that “results from the 
intrinsically driven discovery involved in reconciling humorous, novel, complex, or 
ambiguous aspects” (Fiore, 2010, p. 81).  
Elevated emotion: a shift of emotion from a negative state to a neutral or even elated 
state (Fiore, 2010).  
Hedonic benefits: benefits that are “non-instrumental, or rewarding, and pleasurable in and 
of themselves” (Fiore, 2007, p. 633). 
Perceived value: “the culmination of perceived benefits derived from search, 
acquisition, use, ownership, appreciation, recollection, fantasizing, discussion, and/or 
disposal” (Fiore & Kim, 2007, p. 431).  
Sensual pleasure: “positively evaluated stimulation of the senses resulting from the degree 
of stimulation, novelty, complexity, or unity” (Fiore, 2010, p. 72).  
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Utilitarian benefits: benefits that are “rewarding because they help one attain external aims 
or goals, such as social or economic gain” (Fiore, 2007, p. 5). 
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CHAPTER 2. LITERATURE REVIEW 
 
Experiential Marketing 
Experiences result from direct observation and/or participation (Schmitt, 1999); they 
are not self-generated, but induced by external stimuli. These external stimuli can be derived 
from product and brand experiences, environmental design, and interactions with people. 
Marketers have tapped into these three aspects of experience to deliver exclusive experiences 
to customers in order to influence their purchase decisions (Schmitt, 1999). This has been 
termed, experiential marketing.  
Experiential marketing provides customers with an opportunity to interact with 
brands, including brand representatives, products, and services face-to-face (e.g., Hauser, 
2010; Shulern, 2004). These personal, memorable, and engaging experiences may assist 
customers in becoming well acquainted with and in appreciating a brand. These experiences 
shape customers‟ opinions of and buying preferences towards a brand; they also enhance the 
perceived value of the product and build brand loyalty (Pine & Gilmore, 1999). Thus, 
experiential marketing‟s unique ability to reach, engage, and create relevant connections 
between the brand and customers has accelerated its growth (Snell, 2006). Aspects of 
experiential marketing will be discussed and compared with traditional marketing in the 
following sections.  
Products and Brand Experiences 
Traditional marketers believe that customers are rational individuals who attempt to 
acquire benefits from a product (Kotler & Armstrong, 2008; Ledeman, 2007; Schmitt, 1999). 
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In traditional marketing, the focus is on product benefits or features that differentiate the 
brand from competitors‟ offerings (Armstrong & Kotler, 2003). Traditional marketing of 
apparel may stress features of garment design and quality. For instance, Hanes 
(www.Hanese.com), an apparel company, produces clothing items for women, men, and 
children, such as bras, undershirts, and socks. Hanes‟ apparel offers customers casual wear 
with acceptable quality and relatively low price, so that, features such as comfort, quality, 
and low price are used to positively influence purchase decisions (e.g., Kotler & Armstrong, 
2008).  
According to an experiential marketing perspective, customers desire more than 
utilitarian product benefits (e.g., Schmitt, 1999). They desire value derived from innovative 
and aesthetic aspects of products, as well as memorable and engaging product experiences. 
These aspects can express the customers‟ uniqueness and personal identity as well as satisfy 
their craving for innovation (Kim, Fiore, Niehm, & Jeong, 2010). Apple is frequently used as 
an example of a brand that focuses on design to differentiate itself from competitors, such as 
offering brightly colored computers when other brands offered industrial-looking colors (e.g., 
Schmitt, 1999). In addition, limited edition and exclusive products offer the consumer added 
value because of their uniqueness.  Many companies develop products in response to 
customer feedback (Ledeman, 2007; Postrel 2003). A smaller number of firms, such as Nike 
and Timberland, offer rewarding product experiences through mass customization, which 
allows customers to contribute to the development of a unique, personalized product 
(www.nike.com; www.timberland.com). Thus, experiential marketing focuses on design 
innovation and delivery of memorable product experiences (Schmitt, 1999). Schmitt (1999, 
p. 29) proclaimed, “Experiences during consumption are key determinants of customer 
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satisfaction and brand loyalty.” Hence, brands must move beyond concerns for product 
quality and price to concern for brand experiences (Pine & Gilmore, 1999). 
Environmental Design 
Environmental design refers to “the process of addressing surrounding environmental 
atmospheres when devising store plans and buildings” (Plunz, 1982). These atmospheres 
could include such things as music, store layout, scents in stores, and artwork on counters or 
walls. In traditional marketing, retailers have emphasized value of products and/or services 
more than the environmental design of the store (e.g., Kotler & Armstrong, 2008). For 
experiential marketing, marketers not only stress the store layout and visual merchandising, 
but also add entertainment (engaging experiences) to the shopping environment (e.g., Pine & 
Gilmore, 1999). Today, the progression of economic value has shifted to staging experiences 
that include innovative environmental design to provide customers memorable shopping 
experiences (Pine & Gilmore, 1999).  
Memorable engaging experiences can be derived from rich sensory stimuli and 
interactive experiences offered by the retail environment. It has been posited that marketing 
environments, including retail stores (Pine & Gilmore, 1998), retail Websites (Gobé, 2001), 
and experiential events (e.g., Ledeman, 2007) may offer the opportunity for customers to be 
immersed in such experiences. These venues may provide customers an exciting atmosphere 
and an engaging experience. For instance, a company may provide online interactive features 
to their customers, such as the mini games offered by Oreo (www.nabiscoworld.com), where 
site visitors can participate in the interactive experience of video games and explore Oreo‟s 
new products. Experiential events that appear in unexpected locations may deliver engaging 
experiences, such as Ford‟s launch of a new automobile on a test track set up in the parking 
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lot of Dodger Stadium in Los Angeles (Ledeman, 2007). These experiences related to the 
design of the environment provide enriched emotional and sensory experiences. Schmitt 
(1999) pointed out that “experiences provide sensory, emotional, cognitive, behavioral, and 
relational value (sense, feel, think, relate, act) that replace functional value” (p. 26). In 
experiential marketing, the design of the environment moves beyond a concern for 
convenience or safety to a consideration of the customer‟s excitement and engagement.  
Personal Interactions 
In traditional marketing, marketers focus on mass selling, which is selling 
standardized products to large markets through traditional media such as newspaper 
advertisements (Armstrong & Kotler, 2003). Conversely, experiential marketing emphasizes 
one-on-one personal experience with the brand or its representatives, which facilitates two-
way communication between the consumer and brand representative (e.g., store staff, online 
customer service).  These options help the brand deliver a clear message (Ledeman, 2007), as 
well as gain valuable feedback from customers (Kotler & Armstrong, 2008).  
 Personal interactions are more effective and less costly than traditional advertising in 
creating product or brand awareness (Schmitt, 1999) and persuading customers to purchase 
goods and services (Goldblatt, 2005). Retailers have adopted engaging face-to-face 
experiences to drive sales and influence customer emotions (Goldblatt, 2005). For example, 
during Ford‟s launch of a new automobile in Los Angeles (Ledeman, 2007), brand 
representatives provided customers with individual service and educated them about the car, 
which helped convince customers that this automobile could satisfy their desires. During this 
activity, customers formed fantasies about the experience of owning the car, leading to brand 
loyalty. After partaking in engaging and memorable experiences, consumers may generate 
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“buzz” by sharing their experiences with family, friends, and colleagues through positive 
word-of-mouth (Ledeman, 2007).  
 
Pop-Up Retail 
Pop-Up Retail Defined 
Pop-up retail refers to a particular form of experiential marketing (Niehm, Fiore, 
Jeong, & Kim, 2007); it entails a retail venue that provides memorable experiences from 
highly innovative products, new product lines and limited edition products, with an emphasis 
on temporary, unexpected, and changing locations (e.g., Kim et al., 2010; Niehm et al., 
2007).  
This new retail format entails a limited-time-only venue to create a sense of urgency 
and buzz about the brand (Kotler & Armstrong, 2008; Niehm et al., 2007). Pop-up retail 
frequently uses vacant commercial or unconventional spaces, which are converted into 
engaging, brand reinforcing environments. For instance, Gap transformed a 1960s school bus 
into a temporary store to promote the theme of “Products of the 1960s” at local beaches, 
festivals, and other summer events (e.g., Kim et al., 2010). 
Pop-up stores emphasize a one-on-one personal experience with brands and/or brand 
representatives (Kim et al., 2010; Niehm et al., 2007). Brand representatives help deliver a 
clear brand, product, and/or marketing message to customers (e.g., Gogoi, 2007; Kim et al., 
2010; Ledeman, 2007; Niehm et al., 2007). Moreover, brand representatives discover desires 
through customer feedback. Many pop-up campaigns have embraced product sampling and 
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free services, such as apparel product or skin product consultations (Prentice, 2006), to enrich 
the experience.  
Benefits of Pop-Up Retail to Customers 
Benefits of pop-up retail to customers are derived from exclusive products or 
services, interaction with the brand or brand representative, and special events and retail 
environments in the temporary venue, such as a new product line of running shoes, receiving 
product information from knowledgeable brand representatives or free massages, drinks, and 
snacks (“Pop-up retail,” 2005). Thus, pop-up retail can provide both hedonic and utilitarian 
benefits. The following section will discuss each separately. 
Hedonic benefits 
Pop-up stores emphasize exclusive products that are highly innovative and aesthetic. 
They may provide hedonic benefits through novel experiences, sensual pleasure, cognitive 
challenge, and arousal of emotion (Kim et al., 2010). For instance, Target promoted a new 
product line of Isaac Mizrahi designer apparel in a pop-up store in New York‟s Rockefeller 
Center (“Pop-up retail,” 2005). Products in pop-up retail are often limited editions that 
customers can purchase only in this temporary venue (e.g., Kim et al., 2010; Gogoi, 2007; 
Lenderman, 2007; Niehm et al., 2007; “Pop-up retail,” 2005). In this context, pop-up retail 
provides hedonic value by creating a sense of emotional excitement (Gogoi, 2007), because 
once the pop-up store is gone, these products may not be found again. Furthermore, “The 
store itself is the new limited edition” (Gogoi, 2007). The temporary and unexpected location 
urges customers to discover the store immediately (e.g., Kim et al., 2010; Gogoi, 2007; 
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Niehm et al., 2007). Such experiences may yield both sensory and cognitive pleasure because 
of the novelty of the product and experience.  
Hedonic benefits may also include the sensual pleasure obtained from the store 
environment and/or entertainment, aroused emotions through the process of communicating 
with brand representatives, and cognitive pleasure when fantasizing about product usage. For 
instance, Vogue magazine launched a pop-up store in New Jersey‟s Short Hills Mall to 
promote the magazine. This venue may have provided hedonic benefits because visitors 
could try on exclusive clothes from racks, consult with stylists, sample perfume and makeup, 
sample free snacks, and receive free gift-wrapping in this temporary store (“Pop-up Store 
for,” 2008). Through product sampling sensual pleasure may be created, whereas the one-on-
one interaction with brand representatives may have led to aroused emotions (e.g., Kim et al., 
2010). Hedonic value from sensory and cognitive pleasure has affected customers‟ attitudes 
toward pop-up stores and their intentions toward these stores (e.g., Kim et al., 2010; Niehm 
et al., 2007). According to the previous discussion in this section, hedonic benefits of pop-up 
retail include: 
1. Novel experiences from products, the temporary venue, the store environment, and 
entertainment /events,  
2. Sensual pleasure from products and product sampling in the store,  
3. Cognitive challenges from products and from fantasizing about product usage, and 
4. Arousal of emotions by the products and through the process of communicating with 
brand representatives. 
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Utilitarian benefits 
In addition to hedonic benefits, pop-up retail offers utilitarian benefits. Utilitarian 
benefits may have three sources: products/the store, experiential events, and assistance from 
brand representatives. Exclusive products in pop-up stores may provide a utilitarian benefit 
of enhanced status. Owning a limited edition product and being one of a small number of 
customers attending a temporary venue may provide the utilitarian benefit of enhanced status 
for the customer (e.g., Kim et al., 2010). Through free trials and one-on-one interaction with 
brand representatives, the pop-up store is a good place for customers to try out and learn 
about products. These experiences can help shoppers to spend money wisely (e.g., Niehm et 
al., 2007), which provides economic (utilitarian) value. Furthermore, in the process of trying 
out products, and communicating with and receiving services from brand representatives, 
customers may experience enhanced status and self-acceptance (i.e., self-esteem) through 
being pampered by retail salespeople (e.g., Fiore, 2007. Consequently, utilitarian benefits 
may influence customers‟ attitudes, intentions toward pop-up retail, and purchase behavior 
(e.g., Kim et al., 2010). According to the previous discussion in this section, utilitarian 
benefits of pop-up retail include: 
1. Enhanced status based on exclusive products and/or experiences, 
2. Free sampling/products, 
3. Knowledge obtained from brand representatives/consultants, 
4. Facilitation of purchase decisions, and 
5. Enhancement of self-acceptance through communication with and receiving services 
from brand representatives. 
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Benefits of Pop-up Retail to Marketers 
Guerilla marketing refers to the imaginative and unconventional use of limited 
resources to generate positive word-of-mouth communication among consumers and 
coverage by the media, in an effort to promote brands and draw consumers to a venue 
(Scarborough, Wilson, & Zimmerer, 2009). Pop-up retail commonly employs guerilla 
marketing to draw people to the venue (Lenderman, 2007; Niehm et al., 2007), which may be 
of benefit to a firm with limited financial resources. Pop-up stores, themselves, may be seen 
as a form of guerilla marketing, because their imaginative and temporary nature generates 
free publicity and media coverage. Pop-up retail offers customers the opportunity to interact 
with knowledgeable brand representatives face-to-face at length in a relatively relaxed (i.e., 
non-sales oriented) atmosphere. This helps marketers reach their goals including building 
brand awareness, creating brand relationships, enticing customers to a commit-to-purchase 
behavior, influencing consumer opinions, and increasing loyalty toward a brand (e.g., 
Bigham, 2008; Niehm et al., 2007; “Pop-up store for,” 2008).  
Pop-up stores may also allow a firm to evaluate consumer response toward a new 
product or business (Gogoi, 2007; “Can hot trend,” 2005). Kevin Appelbaum, Hawk Hill 
Advisors (“Can hot trend,” 2005) stated that “too often, new products are developed without 
regard to the needs and wants of the buyer….by leveraging pop-up retail as learning labs, 
marketers can turn the approach to new product development on its head.” Companies may 
observe consumer responses to new product lines, identify consumer preferences and 
attitudes, and uncover in-depth information by listening to customers in a pop-up store 
(Koch, 2006). Pop-up retail captures real-world conditions of selling and purchasing better 
than traditional research methods (surveys, interviews, or focus groups) (“Can hot trend,” 
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2005); consequently, in a short period of time, marketers can realize the pros and cons of 
their new products (“Can hot trend,” 2005). 
Theoretical Framework and Models of the Study 
Fishbein and Ajzen‟s (1978) Theory of Reasoned Action (TRA), which has been 
applied to numerous consumer behavior studies including two pop-up retail studies (e.g., 
Kim et al., 2010; Niehm et al., 2007), will be employed as the present framework to assess 
the relationships between individual differences (consumer innovativeness, shopping 
enjoyment, and materialism), beliefs (perceived utilitarian and hedonic benefits), attitudes, 
and behavioral intentions toward pop-up retail, and to assess how cultural values 
(independent and interdependent self) moderate the relationship between individual 
differences and attitudes toward pop-up retail (See Figure1).  The theory proposes that 
individual differences have an impact on beliefs, that beliefs (Cognitions: C) affect attitudes 
(A), and that attitudes influences behavioral intentions (B). Fishbein and Ajzen referred to 
this as the C-A-B model. 
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Individual Differences Affecting Acceptance of Pop-Up Retail 
Individual differences in the present study encompass three variables: customer 
innovativeness, shopping enjoyment, and materialism. The relational linkages between these 
variables and perceived utilitarian and hedonic benefits (beliefs), attitudes, and intentions 
toward pop-up retail (behaviors) will be discussed separately in the following sections. The 
concept of cultural values and how they moderate the relationship between individual 
differences and perceived hedonic and utilitarian benefits of pop-up retail will be discussed 
in section 2.5.  
Consumer Innovativeness 
Consumer innovativeness is the tendency to purchase new and different products and 
brands rather than remain with previous choices and consumption patterns (Steenkamp, 
Hofstede, & Wedel, 1999; Roehrich, 2004). It is the inherent willingness to adopt novel 
products, services, or ideas across all product categories (e.g., Hirschman, 1980; Goldsmith 
& Hofacher, 1991). Many researchers consider innovativeness an inherent personality trait, 
possessed by all individuals to a lesser or greater degree (Citirin, Sprott, Silverman, & Stem, 
2000). In other words, all human beings over the course of their lives adopt some objects or 
ideas that are new in their perception (Hirschman, 1980).  
Consumer innovativeness is derived from innate innovativeness, which has been 
defined as the need for novelty seeking or uniqueness (Roehrich, 2004). Novelty seeking 
refers to “a propensity to seek new experiences and novel stimuli and to try new products or 
change brands for increasing stimulation and variety” (Wang, Chen, Chan, & Zhen, 2000). 
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Hirschman (1980) stated, “ the desire to seek out the new and different is conceptually 
indistinguishable from the willingness to adopt new products” (p. 285).  
Innate innovativeness includes cognitive and sensory innovativeness (Venkatraman & 
Price, 1990). These authors have defined cognitive innovativeness as a “tendency to engage 
in new experiences that stimulate thinking” (p. 295). Cognitive innovators enjoy new 
experiences that stimulate mental activity, resulting in cognitive pleasure from thinking, 
pondering, and mental exertions (Venkatraman & Price, 1990). They desire both cognitive 
pleasure (hedonic benefits) and an increase in knowledge (utilitarian benefits). For instance, 
consumers may ponder how to mix and match clothes and accessories for a new look. 
Therefore, they start to search for information from newly released fashion magazines, 
process fashion trend information, and mentally create a new look. This creative mental 
process provides consumers cognitive pleasure. Acquisition of the additional fashion 
information helps them with the utilitarian element of making a sound purchase decisions.  
In contrast, sensory innovativeness is conceptualized as “the tendency to engage in 
and enjoy internal[sic] generated experiences, such as fantasy and daydreaming and 
externally available thrilling and adventurous activities, such as sky diving” (Venkatraman & 
Price, 1990, p. 295). Sensory innovators seek exciting experiences to maintain a state of 
emotional arousal (Venkatraman & Price, 1990). Thus, these innovators tend to pursue 
sensual pleasure (hedonic benefits), aroused emotions (hedonic benefits), and an elevated 
emotion (utilitarian benefits). The difference between aroused emotions and elevated 
emotion is that aroused emotion is a psychological response that provides the consumer with 
a sense of hedonic pleasure, but elevated emotion is a psychological change, from bad to a 
neutral or good mood, which is seen as therapeutic (utilitarian benefit). Consequently, both 
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cognitive and sensory aspects of consumer innovativeness lead to seeking both hedonic and 
utilitarian benefits.  
Inherent novelty seeking of consumer innovativeness is the desire for novel stimuli. 
Because pop-up retail offers exclusive products, store environment, and events, consumers 
with high innovativeness tendencies may be attracted by the novel stimuli of pop-up retail. In 
particular, the hedonic benefits of pop-up retail can satisfy the customer‟s desire for novel 
experiences, sensual pleasure, cognitive challenge, and arousal of emotion (see the section on 
Hedonic Benefits for further detail). Consumers with high innovativeness may especially 
desire these hedonic benefits. Researchers have confirmed that consumer innovativeness is 
positively associated with a desire for hedonic benefits from pop-up retail (Kim et al., 2010). 
Furthermore, consumer innovativeness may be linked to a desire for utilitarian benefits of 
obtaining knowledge about novel products to make better purchase decisions. Brand 
representatives and/or consultations in pop-up retail can assist customers to explore a new 
product, educate them regarding its function, demonstrate its use, and provide free samples or 
consultations. Consumers with high innovativeness may view these utilitarian elements as 
important aspects of pop-up retail. However, a study in the United States by Kim et al. 
(2010) did not find support for the existence of a strong desire for utilitarian benefits by those 
with a high level of innovativeness. Cultural values may affect the results of studies of such 
desires between Western and Eastern countries. Therefore, it is important that this study 
investigate the relationship between consumer innovativeness and perceived utilitarian 
benefits.  
Several studies have validated the view that inherent novelty seeking positively 
influences an individual‟s attitudes toward his/her behavior (Hirschman, 1980; Midgley & 
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Dowling, 1978). Researchers (Kim et al., 2010) also report a positive relationship between 
consumer innovativeness and attitudes towards pop-up stores. Because pop-up retail offers 
products, store environment, and venues that are highly innovative and novel, those with high 
consumer innovativeness tendencies may have positive attitudes toward this new form of 
experiential marketing. Consequently, consumer innovativeness may directly influence 
consumers‟ attitudes towards pop-up retail.  
H1a: Consumer innovativeness is positively related to perceived hedonic benefits of 
pop-up retail. 
H1b: Consumer innovativeness is positively related to perceived utilitarian benefits of 
pop-up retail.  
H1c: Consumer innovativeness is positively related to attitudes towards pop-up retail. 
Shopping Enjoyment 
Shopping may be seen as pleasurable and a form of entertainment (Millan & Howard, 
2007). Bellenger and Korgaonkar (1980) defined shopping enjoyment as a tendency to find 
shopping more enjoyable and to experience more shopping pleasure than other consumers 
do. Forsythe and Bailey (1996) found that shopping is a function of a variety of non-
economic orientations, such as “the need for social interaction, diversion from routine 
activities, and sensory stimulation and exercise” (p.186), all of which can provide 
psychological benefits. Some consumers see shopping as recreation, instead of as mere 
utilitarian procurement of products and services (e.g., Forsythe & Bailey, 1996; Millan & 
Howard, 2007); recreational or leisure motives are viewed as important elements of 
consumption behavior (e.g., Cox, Cox, & Anderson, 2005; Forsythe & Bailey, 1996; Millan 
& Howard, 2007). 
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Cox et al. (2005) stated that shopping pleasure can be derived from six constituents: 
mingling with others, bargain hunting for better products or prices, browsing products or 
information, being pampered by retail salespeople, sensory stimulation, and kinesthetic 
experiences from merchandise or store atmospheres. These shopping pleasures derive from 
hedonic or utilitarian benefits (Babin, Darden, & Griffin, 1994). For instance, bargain 
hunting mingling with others, and being pampered, offers a utilitarian benefit (reduced 
monetary cost of product as well as social affiliation), whereas sensory stimulation and 
kinesthetic experiences are hedonic benefits (obtaining pleasure from interacting with others 
and sensory stimuli) (e.g., Cox et al., 2005).  
The experiential nature of pop-up retail may provide entertainment that enhances 
shopping enjoyment. Pop-up retail may deliver hedonic benefit to customers because of the 
aesthetic experiences offered by the environment or the products, emotional arousal from 
interacting with other customers or brand representatives, and sensory pleasures from the 
product and the environment. Pop-up retail may also provide utilitarian benefits to customers, 
such as ample assistance by brand representatives, free consultations and product sampling, 
or special discounts. Therefore, those consumers who particularly enjoy shopping may be 
especially likely to seek shopping pleasures derived from hedonic or utilitarian benefits in 
pop-up retail. In particular, the study of Kim et al. (2010) found that consumers who have 
high shopping enjoyment are especially likely to seek hedonic benefits in pop-up retail.  
Generally, consumers who particularly enjoy shopping are unlikely to have 
preplanned purchases in mind and prefer to spend more time shopping per trip (Forsythe & 
Bailey, 1996; Odekerken-Schroder, De Wulf, & Schumacher, 2003). Even after making a 
purchase, these consumers spend still more time shopping (Forsythe & Bailey, 1996). Thus, 
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consumers who do not have preplanned purchases in mind may commit to impulsive buying 
behavior more than those who do not enjoy shopping as entertainment (Bellenger & 
Korgaonker, 1980). Furthermore, consumers with higher shopping enjoyment look for 
attractive store environments as well as exciting shopping experiences (Forsythe & Bailey, 
1996). Because pop-up retail provides rich store atmospheres, novel products and 
experiences, and engaging events (e.g., sampling events) in the store, consumers with higher 
shopping enjoyment may have positive attitudes toward pop-up retail. Therefore, I 
hypothesized that higher shopping enjoyment tendencies will be positively related to 
attitudes toward pop-up retail. 
H2a: Shopping enjoyment is positively related to perceived hedonic benefits.  
H2b: Shopping enjoyment is positively related to perceived utilitarian benefits. 
H2c: Shopping enjoyment is positively related to attitudes toward pop-up retail. 
 Materialism 
Materialism is defined as the “importance people attach to worldly possessions” 
(Belk, 1984; Kamineni, 2005; Solomon & Rabolt, 2004). The Oxford English reference 
dictionary (1995) defines materialism as the “devotion to material needs and desires, to the 
neglect of spiritual matters; a way of life, opinion or tendency based entirely upon material 
interests” (p. 891). Although people by nature pursue satisfaction and happiness, materialists 
emphasize acquiring or possessing objects to obtain happiness (e.g., Ger & Belk, 1996; 
Kamineni, 2005). Therefore, acquisition of possessions in the pursuit of happiness is central 
to materialists (Kamineni, 2005; Richins & Dawson, 1992).  
Material goods may provide happiness due to their hedonic features, such as a soft 
texture or rich color of a fabric. For materialists, however, happiness from the possession of 
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material goods may be more heavily due to the symbolic qualities of goods. Du Boise (1955) 
has pointed out that materialists believe that material well-being represents success (Richins 
& Dawson, 1992). Materialists prefer to purchase expensive, luxury products (Kamineni, 
2005; Richins, 1994; Tatzel, 2002), which they see as enhancing their social status or 
maintain their self-image. In the process of consuming such products, materialists obtain 
satisfaction due to others‟ admiration, which reinforces their self-esteem (e.g., Liao &Wang, 
2009). Possessing goods may also project a materialist‟s self-image of his/her identified 
perfect life (Kamineni, 2005; Richins & Dawson, 1992). For instance, a woman who has lost 
her employment may refuse to sell her Mercedes and mink coat, due to the negative 
consequence to self-esteem and self-image (Gaines, 1990; Richins & Dawson, 1992). In this 
context, materialists are motivated by a desire to enhance self-image, maintain self-esteem, 
and present their success through the number and quality of possessions accumulated (e.g., 
Ger & Belk, 1996; Kamineni, 2005; Liao & Wang, 2009; Richins, 1994; Richins & Dawson, 
1992; Tatzel, 2002).  
Richins (1994) has posited that materialists are significantly influenced by the public 
meaning of a product. The public meaning refers to “the subjective meaning of an object that 
are [sic] shared by society at large” (p. 523); it is formed by socialization and enculturation 
experiences (Richins, 1994). Through the meanings of objects, consumers have the ability to 
communicate with others in the society and to express themselves. In particular, a materialist 
is cautious about whether the public meaning of a possession is consistent with his/her self-
image and social status (e.g., Richins, 1994; Sirgy, 1982). Researchers have found that 
materialists tend to express their occupational success and wealth through the meanings of 
25 
 
 
 
expensive products displayed in public settings (e.g., Richins, 1994), such as carrying an 
exclusive Louis Vuitton handbag to a party.   
Richins (1994) found that materialists were less likely than others to choose 
recreational items (e.g., CDs, scuba diving equipment, mountain bikes), or to derive 
enjoyment from entertainment, and they have little appreciation of objects that symbolize 
interpersonal ties. In contrast, they are more likely than others to choose assets, 
transportation, and appearance-related possessions that enhance appearance and self-esteem. 
They frequently refer to monetary worth when they describe the value of their important 
possessions (Richins, 1994). Thus, materialistic consumers value possessions for their public 
meaning, whereas less materialistic consumers tend to value the interpersonal meaning of 
possessions (Richins, 1994) (e.g., they may cherish an inexpensive watch that they received 
as a gift from a granddaughter). In summary, it appears that materialists place a high degree 
of importance on the utilitarian benefits of goods‒ enhancement of social status and self-
esteem and satisfaction due to others‟ admiration (e.g., Kamineni, 2005). The exclusivity of 
limited-edition products and the limited availability of pop-up retail itself may offer the 
materialist symbols of social status. Therefore, I hypothesized: 
H3a: Materialism is positively related to the perceived utilitarian benefits of pop-up 
retail. 
H3b: Materialism is positively related to attitudes toward pop-up retail. 
Cognition, Attitudes, and Intentions 
The Theory of Reasoned Action (TRA) developed by Fishbein and Ajzen (1978) 
stated that cognitions influence attitudes, and attitudes in turn affect consumers‟ intentions or 
behavior. As previously discussed, pop-up retail provides customers diverse hedonic benefits 
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through exclusive products, entertainment, and unique experiences, as well as providing 
utilitarian benefits through purchasing facilitation, interactions with knowledgeable brand 
representatives, and free consultations or sampling. Kim et al. (2010) and Niehm et al. (2007) 
reported that the perceived hedonic and utilitarian benefits of pop-up retail affected 
consumers‟ attitudes toward pop-up retail, and attitudes toward pop-up retail directly affected 
intentions toward pop-up retail.  Therefore, I hypothesized that:   
H4a: Perceived hedonic benefits of pop-up retail positively influence consumers‟ 
attitudes toward pop-up retail.  
H4b: Perceived utilitarian benefits of pop-up retail positively influence consumers‟ 
attitudes toward pop-up retail. 
H4c: Consumers‟ attitudes positively influence consumers‟ intentions toward pop-up 
retail. 
 
Culture 
Researchers have found that culture influences Chinese consumption values (e.g., 
Chang, Burns, & Francis, 2004; Kim, Forsythe, Gu, & Moon, 2002; Sin, So, Yau, & Kwong, 
2001; Tse, Wong, & Tan, 1988; Xian & Kim, 2009), as well as consumers‟ attitudes and 
behavior intentions (Chang, Burns, & Francis, 2004; Chung & Pysarchik, 2000; Ko, Sung, & 
Yun, 2009; Lee & Green, 1990). Culture refers to ideas, beliefs, technology, habits, 
language, or practices that are shared by a particular group of people and are obtained 
through learning from others (e.g., Heine 2008). Culture guides the behavior of members in 
the group, serves to distinguish the members of the group from others (Hofstede, 2001), and 
plays a central role in affecting an individual‟s ideology and behavior (Lam, 2007). Culture, 
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therefore, includes a certain configuration of values, beliefs, and attitudes, (Usunier & Lee, 
2005), and the cultural system is passed on to the next generation (e.g., Lonner & Malpass, 
1994). 
Culture is expressed through values held by its members (Smith, Bond, & 
Kagitcibasi, 2006). Usunier & Lee (2005) stated that cultural values consist of “a set of 
beliefs or standards, shared by a group of people, which help the individual decide what is, 
what can be, how to feel, what to do and how to go about doing it” (p. 5). Cultural values 
shape the way one‟s mind operates (Heine, 2008).  
The Taiwanese have been influenced by Chinese and Western cultural values to 
different degrees; Taiwanese consumers cannot be viewed as homogeneous. Globalization 
and Western media (e.g., Hollywood movies or the Internet) have influenced the Taiwanese 
(e.g., De Mooij, 2004; Yang, 1996). As a result, many Taiwanese accept the values of 
independent self; they are likely to express their uniqueness and rights instead of conforming 
to others and/or to social norms (e.g., Yang, 1996). In particular, younger Taiwanese may be 
higher on independent self because of their heavy exposure to the Internet and Western 
media. Thus, analysis of the impact of the values of independent self and interdependent self 
on consumer behavior among Taiwanese is necessary to help marketers develop effective 
strategies.  
Dimensions of Cultural Values 
To understand how cultural values affect consumer behavior, researchers have 
proposed many dimensions that may be used to capture cultural values (e.g., Bond, Leung, 
Tung, de Carrasquel, & Murakami, 2004; House, Hanges, Javidan, Dorfman, & Gupta, 2003; 
Inglehart, 1997; Schwartz, 2004; Smith, Dugan, & Trompennars, 1996). Among these, 
28 
 
 
 
differences in cultural values of individualism and collectivism have been frequently 
examined at the national level differentiating cultural values of one nation from those of 
another nation (Lu & Gilmour, 2007; Triandis, 1995; Hofstede, 2001). Bond (1994) 
proclaimed that researchers should develop a similar concept at the individual level, in order 
to differentiate cultural value differences among consumers in one nation, because some 
people in a given culture may be more westernized than others. Markus and Kitayama (1991) 
proposed the concept of self-construal, also called independent and interdependent self-
construal, to capture the impact of cultural values on an individual level. Independent self 
contrasts with interdependent self (Markus & Kitayama, 1991). The individual level concept 
of independent self is similar to the cultural level concept of individualism, whereas the 
concept of interdependent self reflects collectivism. For the present study, the self-construal 
dimension will be used to investigate cultural values at the individual level in Taiwan. 
Independent self and interdependent self will be defined and discussed individually in the 
following sections. 
Independent Self  
Self-construal is defined as how people see themselves in relation to others (Cross, 
Hardin, & Gercek, in press; Markus & Kitayama, 1991). Independent self, which refers to the 
inherent tendency to separate and distinguish oneself from others (Cross et al., in press; 
Heine, 2008; Markus & Kitayama, 1991; Usunier & Lee, 2005), has been found within 
American and Western European cultures (Markus & Kitayama, 1991). Independent self 
emphasizes selfhood (Markus & Kitayama, 1991) and expression of one‟s inner self (Cross et 
al., in press; Usunier & Lee, 2005). Expressing one‟s unique needs, rights, and capacities, or 
developing one‟s distinct potential, is important to the self-esteem of those with a high level 
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of independent self (e.g., Lu & Gilmour, 2004; Markus & Kitayama, 1991). Individuals with 
a high level of independent self are likely to emphasize personal characteristics or attributes 
(internal traits) consistently in different situations and set themselves apart from others (e.g., 
Cross et al., in press; Heine, 2008), in contrast to individuals with a high level of 
interdependent self. Cultural values of independent self include becoming independent from 
others and discovering and expressing one‟s unique attributes (Cross et al., in press; Markus 
& Kitayama, 1991). 
Even though stressing self is an imperative element of those with a high level of 
independent self, interpersonal relations are also essential to these individuals (Cross et al., in 
press). However, these individuals primarily evaluate how both individuals benefit from an 
interpersonal relationship (Cross et al., in press). For instance, although people with 
independent self may find it easy to start a discourse, even with strangers (Heine, 2008), a 
further relationship may not develop after a pleasant conversation. Furthermore, individuals 
with a high level of independent self view others as “a source of social comparison for 
confirming one‟s uniqueness and internal traits” (Cross et al., in press).   
Interdependent Self  
Individuals with a high level of interdependent self see their identities as built on 
success of interpersonal relationships; they tend to see themselves as part of an encompassing 
social relationship (Cross et al., in press; Markus & Kitayama, 1991) and connect to others 
through group relationships (Cross et al., in press; Usunier & Lee, 2005). These individuals 
are commonly found within Japanese (Cross et al., in press) and many other East Asian 
cultures (Markus & Kitayama, 1991). These individuals focus on how they are connected to 
others, fit into a group, as well as how their behaviors influence others (Cross et al., in press; 
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Heine, 2008; Markus & Kitayama, 1991). Moreover, these individuals have a tendency to 
conform to social norms (Markus & Kitayama, 1991), which is in opposition to 
demonstrating one‟s personal uniqueness, as is frequently the case with those high in 
independent self.  
To maintain group harmony, people with a high level of interdependent self tend to 
regulate their emotions, attitudes, and behaviors in various situations in order to avoid 
hurting others or to retain relationship harmony (e.g., Heine, 2008; Butler, Lee & Gross, 
2007). Such adjustment is considered a sign of maturity (Cross et al., in press). These 
individuals also emphasize group and/or social norms derived from a desire for harmony. To 
maintain harmony in relationships, these individuals are flexible, adapt to situations, and try 
to be similar to others (e.g., Heine, 2008). Group members and social norms strongly 
influence their attitudes and behavior. For instance, the Japanese may suppress their emotions 
or attitudes to conform with others and retain relationship harmony (Butler, Lee, & Gross, 
2007). Those with a high level of interdependent self focus on group relationships and 
relationship harmony (Butler, Lee, & Gross, 2007). 
Because of the emphasis on social relationships, there is a strong boundary between 
members of a group and strangers (those outside the group); this boundary is hard to cross 
(Cross et al., in press; Heine, 2008; Markus & Kitayama, 1991). For instance, for Chinese 
and individuals from other collectivist cultures, it is not easy to start a conversation with 
strangers (Usunier & Lee, 2005). Individuals with a high level of interdependent self focus 
on how they can benefit the group (Cross et al., in press; Heine, 2008; Markus & Kitayama, 
1991). In social relationships, “Others become a source of definition for the self, and social 
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comparison is used to determine whether one is fulfilling obligations within those 
relationships” (Cross et al., in press).  
Moderating Roles of Taiwanese Independent and Interdependent Self 
The Taiwanese have been influenced by Confucian philosophy and its stress on 
relationships, which is considered collectivism at the national level as well as interdependent 
self at the individual level. Maintaining harmony in groups and/or social relationships is 
emphasized among Taiwanese. In this context, individuals with a high level of 
interdependent self consider how they can fit into a group or society and conform to social 
norms. One Chinese proverb states that the nail that stands out gets pounded down. 
Obviously, Taiwanese with a high level of interdependent self are not likely to demonstrate 
uniqueness, and they tend to be more conservative (avoid risk taking) and conform to social 
norms (Markus & Kitayama, 1991). Those who take risks and subsequently fail are 
considered as failures and feel a loss of face in social relationships, which may disrupt the 
harmony of a relationship (Bao, Zhou, & Su, 2003). 
The moderating role of self construal on the relationship between 
consumer innovativeness and perceived benefits 
Innovativeness is an expression of the need for uniqueness (Fromkin, 1971). 
Consumers with a high level of innovativeness use unique products to differentiate 
themselves as well as to maintain their self-identity by possessing rare or exclusive items 
(e.g., Fromkin, 1968; Roehrich, 2004); these consumers tend to pursue utilitarian benefits 
(self-acceptance) (Hirschman, 1980) as well as hedonic benefits (sensual pleasure and 
arousal of emotion) (Venkatraman & Price, 1990). However, Gitignon, and Robertson (1985) 
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found that individuals who depend highly on group or social conformity adopt new products 
relatively slowly, because of their relatively low desire for innovativeness. This may reflect 
cultural values at the personal level -- belonging to the in-group, being accepted by others, 
avoiding risk taking, and conforming to social norms; such cultural values may suppress the 
impact of innovativeness on consumer response. Kitayama, Snibbe, Markus, and Suzuki 
(2004) found that those with a high level of interdependent self have cognitive, attitudes, and 
behavior dissonance derived from fear of rejection by others.  
In Eastern societies, people are encouraged to suppress their hedonic desires (Kacen 
& Lee, 2002) and to pursue utilitarian benefits such as durability and function (e.g., Xiao & 
Kim, 2009). For instance, the Chinese of Mainland China value functional aspects of 
products more than Chinese in Hong Kong do (Wang, Chen, Chan, & Zheng, 2000). Cultural 
values may influence the relationship between consumer innovativeness and perceived 
benefits. Pop-up retail provides numerous utilitarian benefits (e.g., exclusive products and 
free product sampling and consultations) as well as hedonic benefits (e.g., pleasing 
environment, engaging experiences with brand representatives). A high level of 
interdependent self values may moderate (strengthen) the relationship between consumer 
innovativeness and perceived utilitarian benefits of pop-up stores, whereas a high level of 
independent self values may moderate (strengthen) the relationship between consumer 
innovativeness and perceived hedonic benefits of pop-up stores.  
H5a: The effect of consumer innovativeness on the perceived utilitarian benefits of 
pop-up retail will be stronger for respondents with a higher level of 
interdependent self values than for those with a lower level of interdependent 
self values. 
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H5b: The effect of consumer innovativeness on the perceived hedonic benefits of 
pop-up retail will be stronger for respondents with a higher level of independent 
self values than for those with a lower level of independent self values. 
Moderating roles of self construal on the relationship between 
shopping enjoyment and perceived hedonic and utilitarian benefits 
 Millan and Howard (2007) found that shopping motives of U.S. consumers are 
primarily driven by a desire for entertainment, whereas Chinese consumers tend to be 
purchase orientated (Millan & Howard, 2007). That is, Chinese shoppers tend to be utilitarian 
shoppers and seek to accomplish their shopping task efficiently (Millan & Howard, 2007). 
For instance, consumers in Mainland China are likely to make more planned purchases and 
to spend less time on a shopping trip than Hong Kong consumers, because Hong Kong 
consumers are more westernized as a result of exposure to British culture and its emphasis on 
independent self values (e.g., Millan & Howard, 2007; Tsang, Zhuang, Li, & Zhou 2003). 
Taiwanese individuals with higher interdependent self values would not likely focus on the 
hedonic elements of shopping (e.g., entertainment), which goes against Chinese tradition, but 
instead focus on utilitarian benefits (e.g., shopping efficiently). Research (Millan & Howard, 
2007) supports that individuals with a high level of interdependent self are more likely to 
seek utilitarian benefits (e.g., efficiency, facilitation of purchasing) than are individuals with 
independent self. Therefore, Taiwanese individuals with a higher level of independent self 
values, may more freely seek hedonic benefits of shopping.  
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This suggests that cultural values may moderate the relationship between shopping 
enjoyment and perceived hedonic and utilitarian benefits of pop-up retail. Assistance of 
brand representatives, free consultations and product sampling, and a comfortable shopping 
environment may be appealing to consumers with a high level of interdependent self value, 
whereas the entertaining nature, sensory pleasure from the store design and products, and 
emotional arousal from engaging experiences in the temporary venue may also be important 
benefits for those with a high level of independent self values.  
H6a: The effect of shopping enjoyment on the perceived utilitarian benefits of pop-up 
retail will be stronger for respondents with a higher level of interdependent self 
values than for those with a lower level of interdependent self values. 
H6b: The effect of shopping enjoyment on the perceived hedonic benefits of pop-up 
retail will be stronger for respondents with a higher level of independent self 
values than for those with a lower level of independent self values. 
Moderating roles of cultural values on the relationship between 
materialism and perceived hedonic and utilitarian benefits 
 Rose and Dejesus (2007) found that people with relatively high desire to belong and 
concern for how others perceive them have relatively high brand consciousness and tend to 
be materialists. Several studies report that people in collectivist cultures are concerned with 
belonging, with how others perceive them, and with maintaining social status and prestige 
(Ho, 1976; Liao & Wang, 2009), all of which requires consciousness of one‟s relationship in 
groups. Heine (2008) also pointed out that people in collectivist cultures are likely to express 
their social relationships through public meanings of products. For instance, they may use 
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luxury goods as an indicator of success, social status, or prestige in social relationships. Tazel 
(2002) indicated that “East Asia was the major global market for luxury goods” (Wong & 
Ahuvia, 1998), and that East Asians have higher brand consciousness than Americans, who 
are more individualistic (Liao & Wang, 2009). Ho (1976) points out, members of a 
collectivist culture emphasize social roles and how the individual is perceived by others 
(Liao & Wang, 2009). Thus, utilitarian benefits (e.g., status), derived from the public 
meaning of possessions, are important to people in a collectivist culture. As collectivism is 
related to the interdependent self values, having a high level of these values may strengthen 
the relationship between materialism and the perceived utilitarian benefits of pop up retail, 
including enhancing the person‟s appearance of success, prestige, and/ social status from 
ownership of exclusive products.  
 
H7a: The effect of materialism on the perceived utilitarian benefits of pop-up retail 
will be stronger for respondents with a higher level of interdependent self values 
than for those with a lower level of interdependent self values. 
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CHAPTER 3. METHOD 
 
This chapter will describe the research methods used in the present study. 
Specifically, sampling, survey preparation, the instrument, and analytic strategies are 
discussed in the following sections.  
 
Sample 
To collect data, a survey was distributed to 1,000 college students in metropolitan 
areas of western Taiwan, a well-developed area that includes most of the nation‟s population. 
The present study recruited male and female participants from universities in three urban 
areas— North West Taiwan (Taipei City), Middle West Taiwan (Taichung City), and South 
West Taiwan (Kaohsiung City). The 10 universities from these three chosen areas reflected 
cultural and geographic differences found in urban areas in Taiwan and provided integral 
samples. The usable sample size was 902.  
A judgmental sampling approach, a form of convenience sampling, was used. This 
approach depended on the judgment of the researcher to identify the appropriate population 
to study (Malhotra, 2007). Judgmental sampling is often employed to test the acceptance of 
new products or marketing strategies by potential customers (e.g., Malhotra, 2007). Because 
pop-up retail is usually found in urban areas, its acceptance should be tested in such areas of 
Taiwan. This author recruited university students to participate in the survey because pop-up 
retail often focuses on younger consumers. Respondents were recruited from various courses 
in the 10 universities, based on the present researcher‟s personal and academic connections 
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with course instructors. Recruiting students from diverse departments and universities helped 
diminish bias due to college major and school effect.  
Students in cooperating classes were asked to participate in an in-class survey using a 
paper-and-pencil measure, which is fairly common in Taiwan. Institutional Review Board 
(IRB) approval of the Iowa State University (ISU) was obtained. The instructor informed the 
participants of this research one week before the survey was conducted. Three 200 New 
Taiwanese dollars (US$ 7) prize drawings in each class were used as an incentive. In line 
with Chinese tradition, the present researcher also gave each cooperating instructor a gift 
worth 600 New Taiwanese dollars (US$ 20) to show appreciation for his/her assistance.  
 
Instrument 
A quantitative method was used to examine the relationships among individual 
differences, perceived benefits (hedonic and utilitarian), attitudes, and intentions toward pop-
up retail, as well as cultural values (independent self and interdependent self) (see Appendix 
A for the survey items used).  For Part I of the survey, the following scales from the pop-up 
retail survey instruments developed by Niehm et al. (2007) were adapted: perceived benefits, 
attitudes, and intentions toward pop-up stores. This perceived benefits scale consisted of 
three factors: product novelty/uniqueness (alpha= 0.90), facilitators of purchase decisions 
(alpha= 0.76), and product trial and unique experience (alpha= 0.80). This scale was based 
on the responses of U.S. consumers. There may be other perceived benefits of importance to 
consumers from Taiwan. Therefore, nine additional items were developed by the present 
researcher to reflect potential perceived benefits of pop up retail, based on the literature 
review for the present study. Some of the new items are “Pop-up stores should…” “offer a 
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memorable experience,” “a comfortable shopping environment,”  “limited-edition products,” 
and “live events that provide entertainment.” The remaining new items were “Products in 
pop-up stores should be able to …” “express my uniqueness or identity,” and “enhance my 
social standing.” “Being one of the few who get to experience pop-up stores should enable 
me to...” “receive others‟ admiration,” “maintain my status in society,” and “raise my status 
in society.” 
Niehm et al.‟s (2007) scales for four global attitudes items and twelve patronage 
intention items were adopted to measure attitudes and patronage intentions toward pop-up 
stores among Taiwanese consumers. The reliabilities of the two scales were 0.97 and 0.98, 
respectively. The questionnaire also included items regarding demographics, awareness of 
pop-up stores, and product categories of personal interest for pop-up retail (Niehm et al., 
2007). 
Demographic variables tapped university location, gender, age, major, college 
classification (e.g., freshman), whether the participant is living with parents, available 
disposable income, and frequencies of shopping at non-food retail stores. A seven-point 
Likert-type scale with anchors of “strongly disagree” (1) to “strongly agree” (7) was used for 
all items, except those tapping demographics.  
Part II measured the three individual differences (consumer innovativeness, shopping 
enjoyment, and materialism), using a seven-point Likert-type scale, with the anchors of 
“strongly disagree” (1) and “strongly agree” (7). To measure consumer innovativeness, 
Manning, Bearden, and Madden‟s (1995) eight-item Consumer Novelty Seeking scale was 
adopted (alpha= 0.92). To capture Shopping Enjoyment, eight items, originally developed by 
Ellis [αlpha = .90 Beatty and Ferrell (1998)], was used. A newer Materialism scale with eight 
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items by Richins (2004) was adopted (alpha = 0.82). To estimate cultural values, this study 
employed the Independence and Interdependence self-construal scale developed by Lu and 
Gilmour (2007); the reliability of this scale was reported to be 0.86. 
 
Survey Preparation 
Survey preparation included three stages. These were: translating the questionnaires, 
collecting information from a focus group, and pretesting the survey.  
Translating the Questionnaires 
Because the adapted and adopted scales were developed for an English speaking, 
Western consumer, all items and instructions were translated from English into Chinese by 
the present researcher and then back translated into English by a bilingual graduate student. 
These two translators negotiated differences in translations. Back translation presumably 
reduced mistakes of translation, although it did not guarantee a perfect translation.  
Problems of concept and language equivalences can occur in translations. To enhance 
the appropriateness of translations and to avoid problems of linguistic and conceptual 
equivalence in the instrument (Heine, 2008), the translation of the original instrument 
required a literal translation, with some wording and content changes (Greenfield, 1997; Van 
de Vijver & Lenung, 1997). To reduce these problems, Greenfield (1997) suggested 
recruitment of bilingual individuals who have experience living in both cultures. In line with 
this advice, both translators resided in the United States for several years. To detect 
differences between the original and the back-translated instrument, the present researcher 
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recruited two more bilingual graduate students, who were studying in the United States, to 
evaluate all items in both translations.  
Because the concept of “pop-up retail” was relatively new in Taiwan, the survey 
provided a general description of the store format, a comparison of pop-up retail with other 
temporary store formats that have as their purpose the clearance of inventory, and several 
descriptions and visual pictures of pop-up retail. This information was included to help 
ensure that participants understood the uniqueness of pop-up retail, and the similarity and 
differences between pop-up retail and other existing store formats before they answered any 
questions related to the concept of pop-up retail. 
A Focus Group 
The value of a focus group is the revelation of unexpected findings, often obtained 
during a group discussion (Malhotra, 2007). Six new Taiwanese students at Iowa State 
University, having recent direct experience with Taiwanese culture, volunteered to be part of 
the focus group for the present study. Members of the focus group included two male 
students from sociology and engineering departments, and four female students from art, 
materials science, and business departments.   
This focus group helped ensure that the concept of pop-up retail was clear from the 
provided descriptions and pictures. These respondents also helped the researcher identify 
unique benefits of pop-up retail in Taiwan, as well as helped in the refinement of instrument 
items and survey instructions.  
The focus group was held in a relaxed and informal physical setting; refreshments 
were served before and after the session. The duration of the focus group interview was one 
and one-half hours. This focus group included two stages. During the first stage, the 
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participants were asked to carefully to go through the entire survey (Chinese version) and 
mark unclear wording or sentences. The first stage took forty minutes to complete. During 
the second stage, this researcher established rapport with the participants and probed 1) how 
well they understood the description of pop-up retail in the survey, 2) hedonic and/or 
utilitarian benefits desired from pop-up retail, and 3) problems of translation and items in the 
survey. The second stage took one hour. The focus group was audio taped.  
According to the results of the focus group, a few changes were made to the survey. 
A few words were changed for clarification. Seven of the 12 intentions toward pop-up retail 
items were removed because they were perceived to be overlapping, which caused 
annoyance. Negatively phrased items were changed because participants saw them as too 
confusing. For instance, the question, “Shopping is not a way I like to spend my leisure 
time.” was changed to “Shopping is a way I like to spend my leisure time.”    
The focus group also confirmed the clarity of the pop-up retail concept. Participants 
found the list of similarities and differences between pop-up retail and non-pop-up retail 
formats (e.g., Pop-up stores are a little similar like special exhibits/events hosted in the 
vacant space on the top floor of department stores. However, those special exhibits/events 
usually include several retailers and promote several brands at the same time instead of 
focusing on one specific retailer or brand.) helped them discriminate between pop-up retail 
and other retail formats experienced in Taiwan. The descriptions and pictures also helped 
them to imagine the experience of pop-up retail. In sum, participants report they had no 
difficulty in understanding pop-up retail.  
The benefits from pop-up retail identified by the participants included knowledgeable 
sales help, free samples, unique or novel products, and receiving attention from others 
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because of ownership of exclusive products. These items were already part of the survey. 
Therefore, the focus group confirmed the comprehensiveness of the benefit items in the 
survey. A pilot followed these changes; thus, no further modifications were necessary. 
Survey Pilot Test 
The revised questionnaire was pilot tested using 30 Taiwanese students at Tainan 
University of Technology. This helped determine the time (10-12 minutes) needed to 
complete the survey, and helped to further polish the instrument items and instructions. 
According to the pilot test results, participants had no problems understanding or answering 
questions.  
 
Analytic Strategy 
Statistical analysis of the present study was conducted in three stages. The first stage 
involved analyzing the non-western sample data using exploratory factor analysis (EFA) with 
varimax rotation to create reliable factors for the following variables: individual differences 
(consumer innovativeness, shopping enjoyment, and materialism), perceived benefits, 
attitudes, and intentions. Kaiser‟s criterion (eigenvalue ≥1) along with a Cattell‟s screening 
test was used to identify the number of factors. Items were retained if they loaded greater 
than 0.5 on a factor and below 0.3 on other factors. Chronbach‟s α values were greater than 
0.7, indicating a good level of internal consistency (Nunnally, 1978). 
The second stage tested the hypothesized model (Figure 2) connecting individual 
differences (consumer innovativeness, shopping enjoyment, and materialism), perceived 
benefits, attitudes, and behavior intentions toward pop-up retail (H1a, b, c; H2a, b, c; H3a, b; 
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H4a, b, c). Structural equation modeling (SEM) with a parcel technique (Muthen & Muthen, 
2007) using Mplus statistic software was employed to test these relationships. The parcel 
technique procedure will be discussed in chapter 4. The conventional model fit index, χ², is 
sensitive to sample size; therefore, other goodness-of-fit indices were also reported. 
Following the recommendations of Brown (2006), Hoyle and Panter (1995), and Hu and 
Bentler (1999), three overall model fit indices were reported: CFI, TLI, and RMSEA. For 
CFI and TLI, values of .95 or over indicated a good fit (Hu & Bentler, 1999). For RMSEA, 
values .05 or less suggested a good fit (Brown & Cudek, 1993). 
Even though the study did not posit indirect effect-related hypotheses, mediating 
effects of perceived benefits were included in the causal model of the present study (Figure 
2). The study conducted SEM with a bootstrapping method to measure the indirect effects. 
Because the distribution of indirect effects was asymmetric with nonzero skewness and 
kurtosis (Bollen & Stine, 1990), the conventional significant test (i.e., without employing 
bootstrapping method) of indirect effects, which assumes normality of sampling distribution, 
was unsuitable (Hayes, 2009). Instead, the bootstrapping method, conducted by resampling 
the original dataset to provide an “empirical estimate” of the inference population, proves to 
be better because it does not require a normal distribution; many scholars have advocated its 
use to evaluate mediating effects (Bollen & Stine, 1990; MacKinnon, Lockwood, & 
Williams, 2004). 
The third stage tested the moderating effects of cultural values on the relationships 
between individual differences and perceived benefits (H5a, b; H6a, b; H7a) (Figure 3). Tests 
of moderating effects were conducted by multi-group SEM, which was suggested by 
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Jöreskog and Sörbom (1993). Each moderating effect (interdependent and independent self) 
was tested separately. The specific procedure will be discussed in chapter 4. 
  
 
 
 
Figure 2. Model connecting individual differences, perceived benefits, attitudes, and intentions toward pop-up retail 
  
H3b (+) 
 
 
 
 
 
 
 
 
 
 
 
H3a (+) 
H2b (+) 
H2c (+) 
H1c (+) 
H2a (+) 
H4c (+) 
H4b (+) 
H1b (+) 
H4a (+) 
H1a (+) 
Consumer 
innovativeness 
Hedonic 
benefits 
Attitudes 
toward Pop-
up Retail 
Intentions 
toward Pop-
up Retail 
Utilitarian 
benefits 
Shopping 
enjoyment 
Materialism 
4
5
 
  
 
 
 
 
Figure 3. Moderating effects of cultural values on the relationships between individual differences and perceived 
benefits 
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CHAPTER 4. RESULTS 
 
 This chapter reports and analyzes the results of the study, including demographic 
characteristics of the sample, descriptive statistics for the research variables, and hypotheses 
tests. Measurement and structural modeling (SEM) was tested using Mplus statistic software 
(Muthen & Muthen, 2007). 
 
Demographic Characteristics 
A total of 1000 surveys were received, 902 of which were useable. Surveys with one 
or more unanswered pages or those in which the answers to the reversed items did not differ 
from the answers to the corresponding positive items were considered invalid and removed 
from the data set. Table 4 presents the demographic characteristics of the consumer 
respondents, including university geographic region, college, college classification (e.g., 
freshman), gender, age, whether the participant is living with parents, disposable income, and 
frequency of shopping at non-food retail stores. 
Females outnumbered males 637 (70%) to 265 (30%), other variables were more 
equally distributed. The age range of participants ranged from 18 to 24; their majors reflected 
39 departments and were in four colleges (engineering, human sciences, liberal arts, and 
business). Thirty three percent of participants were freshmen, 28% were sophomores, 25% 
were juniors, and 14% were seniors. Appropriately 45% lived with their parents. Fifty-five 
percent of the participants shopped at non-food retail stores two to three times during an 
average month. A majority (80%) reported that they had an “average” amount of disposable 
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income. Twelve percent reported that they had little or no disposable income, whereas 8% of 
participants indicated that had “plenty” of disposable income.  
 
Table 1. Demographic characteristics of the sample 
Demographic characteristics Frequency Percentage 
University geographic region 
(n=902) 
 
  
 North West Taiwan 362 40 
 Middle West Taiwan 289 32 
 South West Taiwan 251 28 
College (n=902)    
 Engineering  58 7 
 Liberal Art 310 34 
 Business  229 25 
 Human Sciences 304 34 
College classification (n=901)    
 Freshman  295 33 
 Sophomore 252 28 
 Junior 226 25 
 Senior 129 14 
Gender (n=902)    
 Male  265 30 
 Female 637 70 
Age (n=902)    
 18 226 25 
 19 212 24 
 20 255 28 
 21-24 209 23 
Staying with parents (n=896)    
 Yes 403 45 
 No 494 55 
Disposable income (n=901)    
 
Having little to no disposable 
income 
110 12 
 
Having an average amount 
disposable income 
722 80 
 
Having plenty of disposable 
income 
69 8 
Shopping at non-food retail 
stores per month (n=902) 
 
  
 Not at all 15 2 
 Once 161 18 
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Table 1. (Continued)    
Demographic characteristics Frequency Percentage 
 Two or three times 496 55 
 Four or five times 150 16 
 More than six times 80 9 
 
Analyses of the Causal Model 
Factor Analysis of the Model Constructs 
The distribution and central tendency of each measurement item are shown in table 2, 
which reports sample size, mean value, standard deviation, minimum, and maximum of each 
item of each variable for the constructs measured in the causal model. These constructs are 
consumer innovativeness, shopping enjoyment, materialism, perceived of hedonic benefits of 
pop-up retail, perceived of utilitarian benefits of pop-up retail, attitudes toward pop-up retail, 
and behavior intention toward pop-up retail. The first measurement item of shopping 
enjoyment and the sixth item of materialism were reverse coded, with a score of 1 coded as 7 
and a score of 7 coded as 1. 
For the exploratory factor analysis, principal axis factor analysis (PFA) with Varimax 
rotation was conducted to ascertain construct validity. Consumer behavior and marketing 
researchers often adopt principal components analysis (PCA) to reduce data and extract 
factors; however, statisticians have proclaimed that PCA is more appropriate when used for 
data reduction and not factor analysis (Fabrigar, Wegener, MacCallum, & Strahan, 1999). I 
had initially attempted to use PCA to analyze the data; however, eight factors were extracted 
and could not be explained conceptually. Among various methods, PFA is the most common 
method of factor extraction (Pedhazur & Schmelkin, 1991). In the present study, Kaiser‟s 
criterion (eigenvalue ≥1), along with a Cattell‟s scree test, was used to determine the number 
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of factors to be extracted. Factor loading of an item above 0.5 on the factor and below 0.3 on 
other factors (Kline, 1998) was employed to determine which items should be retained. A 
Cronbach‟s α greater than 0.70 indicated an adequate level of reliability for a factor 
(Nunnally, 1967). The results of factor analyses of individual differences (consumer 
innovativeness, shopping enjoyment, and materialism) are given in Table 3; the results of 
factor analyses of perceived benefits (hedonic and utilitarian benefits) are given in Table 4; 
the results of factor analyses of attitudes toward pop-up retail and intentions toward pop-up 
retail are given in Table 5. 
In the first factor analysis, twenty-one individual difference items were entered. Two 
items (“shopping is a waste of time” and “people place too much emphasis on material 
things”) were not used because of their low factor loadings (0.47 and 0.42). With the 
remaining nineteen items of individual differences, three factors were extracted, which 
explained 71.77% of the variance for individual differences (see Table 3). The first factor, 
consumer innovativeness, contained seven items with a Cronbach‟s α of 0.94. The second 
factor, shopping enjoyment, consisted of seven items with a Cronbach‟s α of 0.87. The third 
factor, materialism, consisted of five items with a Cronbach‟s α of 0.95. 
 In the second exploratory factor analysis, thirty items tapping perceived benefits of 
pop-up retail were entered. Sixteen were removed, as they showed factor loadings below .50. 
Of the remaining fourteen benefit items, three factors were extracted and labeled as hedonic 
benefits, utilitarian benefits (facilitators of product evaluation), and utilitarian benefits (self-
enhancement) (see Table 4). These extracted factors explained 59.85% of the variance of 
perceived benefits. The first factor, hedonic benefits, consisted of five items with a 
Cronbach‟s α of 0.87. The second factor, utilitarian benefits (facilitators of product 
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evaluation), consisted of four items with a Cronbach‟s α of 0.83. The third factor, utilitarian 
benefits (self-enhancement), included five items with a Cronbach‟s α of 0.89.  
 In the third factor analysis, four attitudes toward pop-up retail items loaded on one 
factor, which explained 76.55% of the variance with a Cronbach‟s α of 0.90 (see Table 5). In 
the last factor analysis, five intentions toward pop-up retail items loaded on one factor with a 
Cronbach‟s α of 0.90 and explained 74.10% of the variance in intentions toward pop-up 
retail. Hence, all Chronbach‟s α values were greater than 0.70, indicating a good level of 
internal consistency (Nunnally, 1978).  
  Table 6 provides the correlation coefficients between the variables of the causal 
model. Variables of individual differences (shopping enjoyment, consumer innovativeness, 
and materialism), perceived benefits (hedonic benefits, utilitarian benefits of facilitators of 
product evaluation, and utilitarian benefits of self-enhancement), attitudes toward pop-up 
retail, and intentions toward pop-up retail were moderately to highly correlated with each 
other, with correlations ranging from .246 to .819.   
 
Table 2. Descriptive statistics for all items used to measure model constructs (pre-factor 
analysis) 
Constructs  n Mean  SD  Min. Max. 
Items      
Consumer innovativeness      
 I am continually seeking new product 
experiences. 
900 3.85 1.47 1 7 
 I take advantage of the first available 
opportunity to find out about new and 
different products. 
899 3.62 1.49 1 7 
 I often seek out information about new 
products and brands. 
901 4.11 1.63 1 7 
 I like magazines that introduce new brands. 901 4.24 1.62 1 7 
 I frequently look for new products and 
services. 
902 4.08 1.51 1 7 
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Table 2. (Continued)      
Constructs Items n Mean  SD  Min. Max. 
 I seek out situations in which I will be 
exposed to new and different sources of 
product information. 
900 4.19 1.39 1 7 
Shopping enjoyment      
 Shopping is a waste of time.* 902 4.89 1.55 1 7 
 Shopping is a way I like to spend my leisure 
time. 
899 4.85 1.56 1 7 
 Shopping is entertaining to me. 902 5.26 1.37 1 7 
 Shopping is one of my favorite activities. 901 4.98 1.47 1 7 
 I enjoy shopping more than most people do. 901 3.66 1.46 1 7 
 I love to go shopping when I can find the 
time. 
900 3.65 1.51 1 7 
 Shopping is a good way for me to relax. 902 4.30 1.63 1 7 
 Shopping picks me up on a dull day. 900 4.34 1.61 1 7 
Materialism      
 It is important to me to have really nice 
things. 
901 4.99 1.47 1 7 
 I would like to be rich enough to buy 
anything I want. 
901 5.28 1.70 1 7 
 I'd be happier if I could afford to buy more 
things. 
899 4.85 1.65 1 7 
 It sometimes bothers me quite a bit that I 
can't afford to buy all the things I want. 
900 4.20 1.59 1 7 
 It's really true that money can buy 
happiness. 
901 3.94 1.75 1 7 
 People place too much emphasis on material 
things.* 
901 4.85 1.38 1 7 
Perceived benefits      
 Pop-up stores should excite consumers. 902 4.81 1.20 1 7 
 Pop-up stores should offer novelty or 
surprise. 
902 5.66 1.14 1 7 
 Pop-up stores should offer new products or 
brands. 
902 5.11 1.17 1 7 
 Pop-up stores should offer exclusive or 
unique products or brands. 
902 5.25 1.22 1 7 
 Pop-up stores should be eye-catching. 899 5.35 1.23 2 7 
 If pop-up stores sell products on the 
premises, there should be a simple way to 
return them once the store is gone. 
901 5.63 1.10 2 7 
 Pop-up stores should have very 
knowledgeable sales representatives. 
899 5.61 1.13 1 7 
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Table 2. (Continued)      
Constructs Items n Mean  SD  Min. Max. 
 Pop-up stores encourage impulse purchases. 902 5.03 1.24 1 7 
 A pop-up store should ensure its staff is not 
pushy. 
900 5.16 1.36 1 7 
 Products found in a pop-up store should be 
available elsewhere once the store is gone. 
900 4.76 1.44 1 7 
 Opening a pop-up store in an area of a 
town/city that is normally visited would 
encourage people to check it out.  
902 5.50 1.15 1 7 
 It is important that one can compare brands 
in pop-up stores. 
900 4.94 1.23 1 7 
 In pop-up stores, a limited selection of 
products or brands (in comparison to regular 
stores) would be a drawback. 
902 4.00 1.35 1 7 
 Pop-up stores should carry only the highest 
quality products. 
900 4.51 1.31 1 7 
 In pop-up stores, it is important to be able to 
try out products or brands. 
901 5.66 1.20 1 7 
 In pop-up stores, it is important to receive 
free samples and services. 
902 5.59 1.18 1 7 
 Pop-up stores should provide a good way to 
learn about products or brands. 
902 5.17 1.19 1 7 
 The pop-up store experience should engage 
people on a personal level. 
902 5.07 1.19 2 7 
 The products or brands marketed in pop-up 
stores should be important to one's lifestyle. 
900 4.96 1.16 1 7 
 It is important to visit pop-up stores with 
others. 
901 4.61 1.41 1 7 
 Offering exclusive or unique experiences is 
important for pop-up stores. 
901 5.24 1.20 1 7 
 Pop-up stores should offer a memorable 
experience. 
900 5.21 1.17 1 7 
 Pop-up stores should offer a comfortable 
shopping environment. 
901 4.88 1.27 1 7 
 Pop-up stores should offer limited-edition 
products. 
898 4.88 1.23 1 7 
 Pop-up stores should offer live events that 
provide entertainment. 
898 4.91 1.23 1 7 
 Products in pop-up stores should express my 
uniqueness or identity. 
901 4.10 1.36 1 7 
 Products in pop-up stores should enhance 
my social standing. 
899 4.53 1.37 1 7 
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Table 2. (Continued)      
Constructs Items n Mean  SD  Min. Max. 
 Being one of the few who experience pop-
up stores enables me to receive the 
admiration of others. 
902 4.31 1.47 1 7 
 Being one of the few who experience pop-
up stores would enable me to maintain my 
status in society. 
892 3.69 1.37 1 7 
 Being one of the few who experience the 
pop-up stores would enable me to raise my 
status in society. 
897 4.01 1.47 1 7 
Attitudes toward pop-up retail      
 Overall, I think pop-up store experiences 
would be good. 
897 4.83 1.12 1 7 
 The idea of a pop-up store is appealing to 
me. 
902 5.11 1.15 1 7 
 The idea of a pop-up store is interesting to 
me. 
902 5.17 1.17 1 7 
 The idea of a pop-up store is pleasant to me. 901 5.18 1.18 1 7 
Intentions toward pop-up retail       
 I would recommend that others visit pop-up 
stores. 
900 4.98 1.31 1 7 
 I would be willing to buy featured products 
after visiting a pop-up store. 
901 4.65 1.22 1 7 
 I would like to try a pop-up store. 902 5.17 1.31 1 7 
 I want to experience pop-up stores in the 
future. 
902 5.44 1.22 1 7 
 I would purchase at pop-up stores. 902 4.85 1.19 1 7 
Note: * Scores were reverse coded.  
 
Table 3. Factor structure for individual difference variables 
Factor Structure 
Factor 
loading 
Eigen- 
value 
Percent of 
variance 
Cronbach’s 
α 
Consumer innovativeness  9.25 48.68 0.94 
 I am continually seeking new product 
experiences. 
0.86 
   
 I take advantage of the first available 
opportunity to find out about new and 
different products. 
0.84 
   
 I often seek out information about new 
products and brands. 
0.81 
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Table 3. (Continued)     
Factor Structure 
Factor 
loading 
Eigen- 
value 
Percent of 
variance 
Cronbach’s 
α 
 I like to go to places where I will be exposed 
to information about new products and  
brands. 
0.82 
   
 I like magazines that introduce new brands. 0.79    
 I frequently look for new products and 
services. 
0.87 
   
 I seek out situations in which I will be 
exposed to new and different sources of 
product information. 
0.84 
   
Shopping enjoyment  2.42 23.75 0.87 
 Shopping is a way I like to spend my leisure 
time. 
0.84 
   
 Shopping is entertaining to me. 0.84    
 Shopping is one of my favorite activities. 0.88    
 I enjoy shopping more than most people do. 0.76    
 I love to go shopping when I can find the 
time. 
0.75 
   
 Shopping is a good way for me to relax. 0.82    
 Shopping picks me up on a dull day. 0.78    
Materialism  1.96 10.33 0.95 
 It is important to me to have really nice 
things. 
0.60 
   
 I would like to be rich enough to buy 
anything I want. 
0.81 
   
 I'd be happier if I could afford to buy more 
things. 
0.83 
   
 It sometimes bothers me quite a bit than I 
can't afford to buy all the things I want. 
0.66 
   
 It's really true that money can buy 
happiness. 
0.67 
   
 
Table 4. Factor structure for perceived benefits offered by pop-up retail 
Factor structure 
Factor 
loading 
Eigen- 
value 
Percent of 
variance 
Cronbach’s 
α 
Utilitarian benefits (self-enhancement)  5.53 39.50 0.87 
 Products in pop-up stores should express my 
uniqueness or identity. 
0.76 
   
 Products in pop-up stores should enhance my 
social standing. 
0.82 
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Table 4. (Continued)     
Factor structure 
Factor 
loading 
Eigen- 
value 
Percent of 
variance 
Cronbach’s 
α 
 Being one of the few who experience pop-up 
stores enables me to receive the admiration of 
others. 
0.83 
   
 Being one of the few who experience pop-up 
stores should enable me to maintain my status 
in society. 
0.86 
   
 Being one of the few who experience the pop-
up stores would enable me to raise my status 
in society. 
0.84 
   
Hedonic benefits  2.67 19.07 0.83 
 Pop-up stores should excite consumers. 0.72    
 Pop-up stores should offer novelty or surprise. 0.70    
 Pop-up stores should offer new products or 
brands. 
0.86 
   
 Pop-up stores should offer exclusive or unique 
products or brands. 
0.85 
   
 Pop-up stores should provide a good way to 
learn about products or brands. 
0.72 
   
Utilitarian benefits (facilitators of product 
evaluation) 
 
1.31 
 
9.38 0.89 
 Pop-up stores should have very 
knowledgeable sales representatives. 
0.68 
   
 In pop-up stores, it is important to be able to 
try out products or brands. 
0.75 
   
 In pop-up stores, it is important to receive free 
samples and services. 
0.86 
   
 The pop-up store experience should engage 
people on a personal level. 
0.78 
   
 
Table 5. Factor structure for consumer attitudes toward pop-up retail and intentions 
toward pop-up retail 
Factor Structure 
Factor 
loading 
Eigen- 
value 
Percent of 
variance 
Cronbach’s 
α 
Attitudes toward pop-up retail  3.06 76.55 0.90 
 Overall, I think pop-up store experiences 
would be good. 
0.85 
   
 The idea of a pop-up store is appealing to me. 0.88    
 The idea of a pop-up store is interesting to 
me. 
0.89 
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Table 5. (Continued) 
Factor Structure 
Factor 
loading 
Eigen- 
value 
Percent of 
variance 
Cronbach’s 
α 
 The idea of a pop-up store is pleasant to me. 0.88    
Intentions toward pop-up retail  3.70 74.10 0.91 
 I would recommend that others visit pop-up 
stores. 
0.85 
   
 I would be willing to buy featured products 
after visiting a pop-up store. 
0.81 
   
 I would like to try a pop-up store. 0.89    
 I want to experience pop-up stores in the 
future. 
0.89 
   
 I would purchase at pop-up stores. 0.86    
 
 
Table 6. Correlation coefficients of constructs 
Constructs 1 2 3 4 5 6 7 8 
1. 1. Shopping enjoyment 1        
2. 2. Consumer Innovativeness .577** 1       
3. 3. Materialism .434** .374** 1      
4. 4. Hedonic benefits .342** .368** .310** 1     
5. Utilitarian benefits (facilitators 
of product evaluation) 
.261
**
 .272
**
 .328
**
 .571
**
 1    
6. Utilitarian benefits (self-
enhancement) 
.259
**
 .302
**
 .277
**
 .320
**
 .246
**
 1   
5. 7. Attitudes toward pop-up retail .336** .295** .249** .713** .463** .386** 1  
6. 8. Intentions toward pop-up retail .363** .381** .291** .691** .449** .397** .819** 1 
Note: * p ≤ 0.05;  ** p ≤ 0.01  
 
Testing the Measurement Model 
The measurement model consisted of individual differences (consumer 
innovativeness, shopping enjoyment, and materialism), perceived benefits (hedonic benefits, 
facilitators of product evaluation and self-enhancement), attitudes toward pop-up retail, and 
behavior intentions toward pop-up retail. This measurement model, consisting of 8 latent 
variables (24 parcels), was tested through structural equation modeling (SEM), which 
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employed a maximum likelihood estimation procedure with a covariance matrix as input to 
test the quality of measures. The parceling technique proposed by Bandalos (2002) was 
employed. Three parcels were created for each latent variable, and items in each scale with 
high to low standardized factor loadings were evenly distributed into the three parcels.  
The measurement model had in a good level of fit (χ²= 765.051, df= 224, p < .01, 
CFI= .97, TLI= .96, RMSEA= .05), based on Hu and Bentler‟s (1999) suggestion that CFI 
and TLI be equal to or greater than .95, and Brown and Cudek‟s (1993) suggestion that 
RMSEA be equal to or less than .05. 
 
Testing the Structural Model 
In the structural model (Figure 4.1), demographics (age, gender, college 
classification, college geographic region, and disposable income) were controlled. Because 
the conventional model fit index, χ², is sensitive to sample size, other goodness-of-fit indices 
(CFI, TLI, and RMSEA) were also reported. Although the structural model was significant 
(χ² = 1012.02, df = 321, p < .01), other measures indicated a good level of fit (CFI = 0.96, 
TLI = 0.95, RMSEA = 0.05). None of the control variables (age, gender, college geographic 
region, college classification, and disposable income) had a significant effect on perceived 
benefits. Figure 4 provides standardized path coefficients (β) and t-values for each path of the 
conceptual model. Consumer innovativeness had a statistically significant effect on perceived 
hedonic and utilitarian benefits (facilitators of product evaluation and self-enhancement) of 
pop-up retail, a finding that provides support for hypotheses 1a and 1b. In the case of 
hypothesis 1a, the standardized path coefficient (β = .28) between consumer innovativeness 
and perceived hedonic benefits of pop-up retail was statistically significant (t = 6.55, p ≤ 
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.01). The effect of consumer innovativeness on perceived utilitarian benefits, facilitators of 
product evaluation (H1b), was significant (β = .16, t = 3.51, p ≤ .01), as was the effect of 
consumer innovativeness on perceived utilitarian benefit, self-enhancement (β = .22, t = 5.08, 
p ≤ .01). Conversely, hypothesis 1c, which states that consumer innovativeness is positively 
related to attitudes toward pop-up retail, was not supported (β = .02, t = -1.03, p = .30). 
Hypotheses 2a and 2c were statistically supported, but 2b was not supported. 
Referring to hypothesis 2a, shopping enjoyment was positively related to perceived hedonic 
benefits of pop-up retail (β = .20, t = 4.49, p ≤ .01). Regarding hypothesis 2b, shopping 
enjoyment was not significantly related to either perceived utilitarian benefit (facilitators of 
product evaluation [β = .03, t = 1.60, p = .11] or self-enhancement [β = .03, t = .82, p = .42]). 
Hypothesis 2c, referring to the effect of shopping enjoyment on attitudes toward pop-up 
retail, was supported (β = .09, t = 2.62, p ≤ .05).  
 Hypothesis 3a, which posited the positive effect of materialism on perceived 
utilitarian benefits of pop-up retail, was supported with respect to facilitators of product 
evaluation (β = .20, t = 4.75, p ≤ .01) and self-enhancement (β = .14, t = 2.93, p ≤ .05). 
Conversely, materialism did not have a significant effect on attitudes toward pop-up retail (β 
= .03, t = -.15, p = .88). Therefore, hypothesis 3b was not supported.  
 Hypothesis 4a, which proposed a positive effect of perceived hedonic benefits on 
consumers‟ attitudes toward pop-up retail, was supported. The standardized coefficient for 
the path between these variables was 0.74, with a t-value of 18.51and p ≤ .01. Hypothesis 4b, 
which posited a positive effect of perceived utilitarian benefits on attitudes toward pop-up 
retail, was partially supported. The effect of facilitators of product evaluation on attitudes 
was not significant at the .05 level (β = .03, t = .57, p = .57). However, self-enhancement had 
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a positive influence on attitudes (β = .14, t = 5.56, p ≤ .01). Finally, hypothesis 4c, which 
proposed a positive effect of consumer attitudes on intentions toward pop-up retail, received 
support (β = .90, t = 35.07, p ≤ .01). The summary of this causal model measurement is 
presented in table 7.  
Testing of the Fully-Recursive Model  
 A fully-recursive model including all possible paths was constructed and estimated 
using SEM (Figure 5). The model consisted of 8 latent variables and 6 observable variables 
(age, gender, grade, college classification, city, and disposable income). Because χ² is 
sensitive to sample size, other goodness-of-fit indices (CFI, TLI, and RMSEA) were also 
reported. Although the fully recursive model was significant (χ² = 939.31, df= 314, p ≤ .01), 
other measures indicated good fit (CFI = .97, TLI = .96, RMSEA = .05). The conceptual 
model and the fully-recursive model had very similar CFI (.95 and .97, respectively) TLI 
(.96), and RMSEA (.05). However, the fully-recursive model had 7 degrees of freedom more 
than the conceptual model and the χ² of the fully-recursive model decreased by 72.7. The 
χ²/df was about 10.39, a value outside the 1 to 3 range suggested by Carmines and McIver 
(1981). Therefore, the conceptual model appears to be more suitable than the fully-recursive 
model.  
Most paths were significant, except the paths of shopping enjoyment on perceived 
hedonic benefits, on utilitarian benefits of facilitators of product evaluation, and on utilitarian 
benefits of self-enhancement (see Figure 5). Furthermore, most control variables 
(demographics) were not significant, except gender (β = .08, t = 2.51, p ≤ .05). In other 
words, females tended to place higher value than did males on perceived of hedonic benefits.  
5
3
 
  
 
 
 
 
Note: * p ≤ 0.05; ** p ≤ 0.01; Correlation between hedonic benefits and facilitators of product evaluation is 0.571**, between 
hedonic benefits and self-enhancement is 0.320**, and between facilitators and product evaluation and self-enhancement is 
0.246** .  
Figure 4. Standardized coefficients and t-values for paths in the conceptual model 
0.14(5.56)** 
0.14(2.93)* 
 
 
 
 
 
 
0.22(5.08)** 
 
 
 
0.20(4.75)** 
0.09(2.62)* 
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Self-
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χ² (321) = 1012.02 
CFI=0.95 
TLI=0.96 
RMSEA=0.05  
95% C.I. (0.045, 0.052) 
N=902 
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Table 7. Summary of support for hypotheses based on the results of SEM 
Note: n.s.= non-significant; s.= significant 
 
 
Hypothesis Path Proposed 
effect 
Result 
H1a Consumer innovativeness→ Hedonic benefits + s. 
H1b Consumer innovativeness→ Utilitarian benefits 
(facilitators of product evaluation) 
+ s. 
 Consumer innovativeness→ Utilitarian benefits 
(self-enhancement) 
+ s. 
H1c Consumer innovativeness→ Attitudes toward pop-
up retail 
+ n.s. 
H2a Shopping enjoyment→ Hedonic benefits + s. 
H2b Shopping enjoyment→ Utilitarian benefits 
(facilitators of product evaluation) 
+ n.s. 
 Shopping enjoyment→ Utilitarian benefits (self-
enhancement) 
+ n.s. 
H2c Shopping enjoyment→ Attitudes toward pop-up 
retail 
+ s. 
H3a Materialism→ Utilitarian benefits (facilitators of 
product evaluation) 
+ s. 
 Materialism→ Utilitarian benefits (self-
enhancement) 
+ s. 
H3b Materialism→ Attitudes toward pop-up retail + n.s. 
H4a Hedonic benefits→ Attitudes toward pop-up retail + s.  
H4b Utilitarian benefits (facilitators of product 
evaluation)→ Attitudes toward pop-up retail 
+ n.s.  
 Utilitarian benefits (self-enhancement)→ Attitudes 
toward pop-up retail 
+ s. 
H4c Attitudes toward pop-up retail→ Intentions toward 
pop-up retail 
+ s. 
  
 
 
 
Note: * p ≤ 0.05; ** p ≤ 0.01; Correlation between hedonic benefits and facilitators of product evaluation is 0.567**, between 
hedonic benefits and self-enhancement is 0.179**, and between facilitators and product evaluation and self-enhancement is 
0.095* .  
Figure 5. Standardize confidents and t-values for paths in the fully-recursive model 
0.17(3.79)* 
-0.07(-2.13)* 
0.12(4.37)** 
0.15(5.42)** 
 
 
 
 
 
0.22(4.92)** 
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0.25(5.77)** 
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up retail 
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Self-
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TLI=0.96 
RMSEA=0.05  
95% C.I. (0.04, 0.05) 
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Testing for Mediating Effects 
Several indirect effects (hedonic benefits, facilitators of product evaluation, and self-
enhancement) were tested in the causal model. The problem in measuring the significance of 
indirect effects is that indirect effects are not distributed normally. Standard errors and 
related significant tests are biased. To resolve this issue, a growing number of researchers 
have conducted bootstrapping to assess indirect effects (Hayes, 2009). To properly test these 
indirect effects, bootstrapping was employed in the present study. As shown in Table 8, the 
direct and indirect effects of individual differences (consumer innovativeness, shopping 
enjoyment, and materialism) on attitudes toward pop-up retail varied in magnitude.  
Consumer innovativeness had indirect effects on attitudes toward pop-up retail 
through hedonic benefits .102 (95% CIs: .070, .138) and utilitarian benefits of self-
enhancement .016 (95% CIs: .008, .027), whereas consumer innovativeness did not have a 
significant indirect effect on attitudes through facilitators of product evaluation .002 (95% 
CIs: -.114, .009). Furthermore, the direct effect of consumer innovativeness on attitudes was 
not significant -.019 (95% CIs: -.054, .017).  
Shopping enjoyment had an indirect effect on attitudes toward pop-up retail through 
hedonic benefits .070 (95% CIs: .036, .103) and a direct effect on attitudes toward pop-up 
retail .042 (95% CIs: .011, .075). Therefore, shopping enjoyment had a partial mediating 
effect. Shopping enjoyment did not have a significant indirect effect on attitudes through 
either facilitators of product evaluation .001(95% CIs: -.002, .007) or self-enhancement .003 
(95% CIs: -.004, .013). 
Materialism had an indirect effect on attitudes toward pop-up retail through self-
enhancement .015 (95% CIs: .004, .030). In contrast, materialism did not have an indirect 
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effect on attitudes toward pop-up retail through facilitators of product evaluation .004 (-.010, 
.016). In addition, materialism did not have a direct effect on attitudes toward pop-up retail.  
 
Table 8. Significant indirect effects and confidence intervals 
Path  
unstandardized  
indirect effect 
95% confidence 
interval 
  
Lower 
bound 
Upper 
bound 
Consumer innovativeness→ Hedonic benefits→ 
Attitudes toward pop-up retail  
0.102** 0.070 0.138 
Consumer innovativeness→ Utilitarian benefits 
(facilitators of product evaluation)→ Attitudes toward 
pop-up retail 
0.002 -0.004 0.009 
Consumer innovativeness→ Utilitarian benefits (self-
enhancement)→ Attitudes toward pop-up retail 
0.016* 0.008 0.027 
Consumer innovativeness→ Attitudes toward pop-up 
retail (Direct effect) 
-0.019 -0.054 0.017 
Total effect 0.100** 0.055 0.144 
Total indirect effect 0.119** 0.085 0.157 
Shopping enjoyment→ Hedonic benefits→ Attitudes 
toward pop-up retail 
0.070** 0.036 0.103 
Shopping enjoyment→ Utilitarian benefits (facilitators 
of product evaluation)→ Attitudes toward pop-up 
retail 
0.001 -0.002 0.007 
Shopping enjoyment→ Utilitarian benefits (self-
enhancement)→ Attitudes toward pop-up retail 
0.003 -0.004 0.013 
Shopping enjoyment→ Attitudes toward pop-up retail 
(Direct effect) 
0.042** 0.011 0.075 
Total effect 0.116** 0.066 0.162 
Total indirect effect 0.074** 0.039 0.108 
Materialism→ Utilitarian benefits (facilitators of 
product evaluation)→ Attitudes toward pop-up retail 
0.004 -0.010 0.016 
Materialism→ Utilitarian benefits (self-
enhancement)→ Attitudes toward pop-up retail 
0.015* 0.004 0.030 
Materialism→ Attitudes toward pop-up retail (Direct 
effect) 
-0.064 -0.004 0.051 
Total effect 0.015 -0.044 0.073 
Total indirect effect 0.019* 0.000 0.037 
Note: * p ≤ 0.05; ** p ≤ 0.01 
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Effects of Cultural Values 
Factor Analysis for Independent and Interdependent Self Constructs 
 This study adopted Lu and Gilmour‟s (2007) 42-item scale for measuring 
independent and interdependent self. Each constructs had seven facets. To reduce the number 
of items, Lu, who developed this scale, suggested that researchers select the highest loading 
item from each facet. Therefore, 7 items were selected from each initial construct. A 
principal axis factor analysis with Varimax rotation extracted two factors (see Table 9), as Lu 
and Gilmour proposed (2007). These two factors were named independent and 
interdependent self, respectively. The two factors explained 47.68 percent of the variance. 
Specifically, independent self accounted for 36.72 percent of variance and interdependent 
self accounted for 10.96 percent of variance. Most measurement items loaded higher than .50 
on one factor and lower than .30 on the other factor, except the sixth (.42) and seventh ( .49) 
items of independent self and the first item (.47) of interdependent self. However, each of 
these items that loaded less than .50 taps an important facet. Therefore, these marginal items 
were retained. Cronbach‟s α of the independent and interdependent self scales were .81 and 
.79, respectively.  
 
Table 9. Factor analysis results of cultural values 
Research 
variables 
Items 
Factor 
loading 
Eigen 
value 
Percent of 
variance 
Cronbach’s 
α 
Independent Self  5.14 36.72 0.81 
 
I believe that people should try hard 
to satisfy their interests. 
.58    
 
I believe that people should have their 
own ideals and try hard to achieve 
them. 
.75    
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Table 9. (Continued)     
Research 
variables 
Items 
Factor 
loading 
Eigen 
value 
Percent of 
variance 
Cronbach’s 
α 
 
 
I believe that people should face up to 
challenges in the environment. 
.61    
 
I believe that a happy life is the result 
of one's own efforts. 
.57    
 
I believe that people should express 
their feelings in interpersonal 
interactions. 
.56    
 
I believe that people should maintain 
their independence in a group. 
.42    
 
I believe that people should be unique 
and different from others. 
.49    
Interdependent Self  1.53 10.96 0.79 
 
I believe that family is the source of 
our self. 
.47    
 
I believe that success of the group is 
more important than success of the 
individual. 
.50    
 
We should be concerned about others 
people's dignity in interpersonal 
interactions. 
.60    
 
Once you become a member of the 
group, you should try hard to adjust to 
the group's demands. 
.73    
 
I believe that people should find their 
place within a group.  
.65    
 
I believe that people should behave 
appropriately according to different 
circumstances. 
.50    
 
I believe that people close to me are 
important parts of myself. 
.51    
 
Moderating Effects of Interdependent and Independent Self  
The study employed the multi-group structural equation modeling process proposed 
by JÖ reskog and SÖ rbom (1993) to measure moderating effects of Chinese cultural values on 
the relationships between individual differences and perceived benefits. Three stages were 
used to test the moderating effect of independent and interdependent self-construal. First, two 
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research variables was created for the interdependent and independent self by summing the 
values of the measurement items in each scale. Second, respondents who scored lower than 
the median value of interdependent self were assigned to the low interdependent self group, 
whereas respondents who scored the median value or higher for interdependent self were 
assigned to the high interdependent self group. The same process was used for determine 
high and low groups for independent self. Histograms of each self-construal variable are 
presented in Figure 6, and the correlation between the two variables is .33 (p ≤ .01). Third, 
the study constructed SEMs to test moderating effects. Separate SEMs were run using Mplus 
software (Muthen & Muthen, 2007) to examine the effects of these two moderators, 
independent self and interdependent self.  
The moderating effect of interdependent self was estimated in two steps. In the first 
step, a multi-group equation model restricted all paths as equal between the two groups. In 
the second step, the model relaxed the restriction of equal paths and estimated one particular 
path. Because the second model has one degree of freedom less, a significant model 
improvement is reached when the drop in χ² between the two models for one degree of 
freedom is higher than 3.84 (p ≤ 0.05), which means what the two groups are significantly 
different. The same procedure was repeated for estimating the moderating effect of 
independent self.         
Hypotheses 5, 6, and 7 predicted whether cultural values would moderate the 
relationship between individual differences and perceived benefits of pop-up retail. Because 
the paths between shopping enjoyment and the two utilitarian benefits of pop-up retail 
(facilitators of product evaluation and self-enhancement) were not statistically significant in 
the previous causal model (see Figure 4), hypothesis 6a was not tested. The results partially 
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supported 7a, but 5a and 6b were not statistically significant. Hypothesis 5b was significant, 
but the direction (-) was opposite to what was predicted. The un-standardized path 
coefficients for the low and high interdependent and independent self, after relaxing the 
restriction of equal paths, are provided in Table 10.  
To provide more detail, hypothesis 5a was not supported, because a higher level of 
interdependent self did not significantly strengthen the positive effect between consumer 
innovativeness and the two perceived utilitarian benefit variables, facilitators of product 
evaluation and self-enhancement. For facilitators of product evaluation, the path coefficients 
for the lower (p ≤ .05) and higher (p ≤ .01) interdependent self groups were both significant, 
but the significance level and the path coefficient were higher for the lower interdependent 
self group than for the higher interdependent self group. Furthermore, after relaxing the 
restriction of equal path coefficients across the two groups, the drop in χ² value, .910, is less 
than 3.84. In regards to the self enhancement benefit, although the higher interdependent self 
group had a higher path coefficient than the lower interdependent self group, both groups 
were at the same significance level (p ≤ .05). Additionally, the drop in χ² after relaxing the 
restriction of equal path coefficients across the two groups was not greater than 3.84.  
 Hypothesis 5b posited that a higher level of independent self would enhance the 
effect of consumer innovativeness on perceived hedonic benefits of pop-up retail. The path 
coefficients for both low and high groups were significant at p ≤ .01, but contrary to what 
was predicted, the low independent self value group had a slightly higher path coefficient 
than the high interdependent self values group. The decrease in χ² after relaxation of the 
restriction of equal path coefficients across the two groups was 4.01 (p ≤ .05). This result 
indicated that a lower independent self value strengthen the relationship between consumer 
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innovativeness and perceived hedonic benefits, a finding opposite in direction to that 
hypothesized, leading to rejection of hypothesis 5b. 
 Hypothesis 6a was not estimated because the path was not statistically significant in 
the causal model (see Figure 4). Hypothesis 6b posited that a higher level of independent self 
would strengthen the effect of shopping enjoyment on perceived hedonic benefits of pop-up 
retail. The path coefficients for the two groups were significant at the same level (p ≤ .01), 
but the lower independent self group had a slightly higher path coefficient than did the higher 
independent self group. Furthermore, the drop in χ² after relaxation of the restriction of equal 
path coefficients across the two groups was less than 3.84. Thus, the hypothesis was not 
supported.  
Hypothesis 7a was partially supported, because a higher level of interdependent self 
did not significantly strengthen the positive effect between materialism and facilitators of 
product evaluation, but did strengthen the positive relationship between materialism and the 
second utilitarian benefit, self-enhancement. For the facilitators of product evaluation 
variable, the path coefficients for both low and high groups were significant (p ≤ .01), but the 
lower interdependent self group had a slightly higher path coefficient than did the higher 
interdependent self group. The decrease in χ² after relaxation of the restriction of equal path 
coefficients across the two groups was 1.69. Thus, a higher level of interdependent self did 
not significantly strengthen the positive relationship between materialism and the utilitarian 
benefit, facilitators of product evaluation. For the self-enhancement benefit, the path 
coefficient of the lower interdependent self group was not significant, whereas the path 
coefficient was significant for the higher interdependent self group (p ≤ .05). In addition, the 
decrease in χ² after relaxation of the restriction of equal path coefficients across the two 
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groups was 6.84, indicating statistical significance at the .05 level. Therefore, hypothesis 7a 
was partially supported. The summary of testing moderating effect showed in Table 11.   
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Figure 6. Histogram showing distribution of self-construal scores 
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Table 10. Moderating effects of cultural values on relationships between individual 
differences and perceived benefits 
 Path Un-Std. 
path 
Coefficients Drop in 
χ² 
p-value 
Interdependent Low High   
H5a Consumer innovativeness→ 
utilitarian benefits (facilitators of 
product evaluation) 
0.09** 0.05* 0.91  
 Consumer innovativeness→ 
utilitarian benefits (self-
enhancement) 
0.11** 0.14** 0.37  
H7a Materialism→ utilitarian benefits 
(facilitators of product 
evaluation) 
0.18** 0.10** 1.69  
 Materialism→ utilitarian benefits 
(self-enhancement) 
0.02 0.23** 6.84 < .05 
independent     
H5b Consumer innovativeness → 
hedonic benefits 
0.15** 0.09** 4.01 < .05 
H6b Shopping enjoyment → hedonic 
benefits 
0.11** 0.06** 1.86  
Note: * p ≤ 0.05;  ** p ≤ 0.01 
 
Table 11. Summary of the testing results of moderating effects 
 Path Proposed 
effect 
Result 
Moderating variable: Interdependent self   
H5a Consumer innovativeness→ utilitarian benefits 
(facilitators of product evaluation) 
+ n.s. 
 Consumer innovativeness→ utilitarian benefits (self-
enhancement) 
+ n.s. 
H7a Materialism→ utilitarian benefits (facilitators of product 
evaluation) 
+ n.s. 
 Materialism→ utilitarian benefits (self-enhancement) + s. 
Moderating variable: Independent self   
H5b Consumer innovativeness → hedonic benefits + r. 
H6b Shopping enjoyment → hedonic benefits + n.s. 
Note: + positive effect; - negative effect; s. significant; n.s. non-significant; r. significant, but 
in a reverse direction to the original hypothesis 
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CHAPTER 5. DISCUSSION AND CONCLUSIONS 
 
 This chapter summarizes and interprets the results reported in Chapter 4. Specifically, 
conclusions, implications, limitations, and suggestions for future research are presented.  
 
Summary and Discussion 
 The study, which examined the acceptance of pop-up retail by Taiwanese consumers, 
was conducted in two stages. In the first stage, the following relationships were tested: 
between individual differences (consumer innovativeness, shopping enjoyment, and 
materialism) and perceived benefits of pop-up retail (hedonic benefits, facilitators of product 
evaluation, and self-enhancement), between these perceived benefits and attitudes toward 
pop-up retail, between individual differences and attitudes toward pop-up retail, and between 
attitudes toward pop-up retail and intentions toward pop-up retail. These relationships were 
tested in hypotheses 1 through 4. A summary of the results was presented in Table 7, and the 
results of testing for mediating effects of perceived benefits is presented in Table 8. In the 
second stage, the moderating effects of cultural values on the relationships between 
individual differences and perceived benefits of pop-up retail were tested. These relationships 
were tested in hypotheses 5 through 7, and their results were summarized in Table 4.12.  
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Relationships among Individual Differences, Perceived Benefits of Pop-Up 
Retail, Attitudes toward Pop-Up Retail, and Intentions toward Pop-Up 
Retail 
 A causal model representing hypotheses 1 through 4 was tested using a structural 
equation model technique with a maximum-likelihood estimation procedure. The results 
supported the posited positive effect of consumer innovativeness on perceived hedonic 
benefits (H1a) and on perceived utilitarian benefits (facilitators of product evaluation and 
self-enhancement) (H1b). These results support the findings of Venkatraman and Price 
(1990), who reported that consumers with a higher level of innovativeness tend to seek 
hedonic benefits as well as utilitarian benefits from consumer experiences. Specifically, the 
results support the findings of Steenkamp, Hofstede, and Wedel (1999), who found that 
consumers with a high level of innovativeness tend to seek the benefit of self-enhancement. 
The findings of the present study revealed that Taiwanese consumers with higher a level of 
innovativeness tended to perceive hedonic and utilitarian benefits as important elements of 
pop-up retail.  
The positive effect of consumer innovativeness on attitudes toward pop-up retail 
(H1c) was not significant. This finding is contrary to the results of Kim et al. (2010) who 
examined responses towards pop-up retail of a national sample of U.S. consumers. One 
possible explanation for the difference is the effect of culture on American and Taiwanese 
consumer responses. Pop-up retail is not common in Taiwan, and the present study may 
therefore have been the first experience with the concept of pop-up retail for the respondents. 
Chinese cultural characteristics, such as avoidance of risk taking and conformance to social 
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norms (e.g., Butler, Lee, & Gross, 2007; Kitayama, Snibbe, Markus, & Suzuki, 2004), may 
have dampened the attitudes of individuals towards this unfamiliar marketing/retail format.  
The results supported the hypothesis that shopping enjoyment has positive effects on 
perceived hedonic benefits (H2a) and on attitudes toward pop-up retail (H2c), but did not 
support the hypothesis that shopping enjoyment has positive effects on perceived utilitarian 
benefits (facilitators of product evaluation and self-enhancement) (H2b). These results were 
similar to the findings of Kim et al. (2010), who reported significant positive effects of 
shopping enjoyment on perceived hedonic benefits (product novelty/uniqueness) and on 
attitudes toward pop-up retail, and a non-significant effect of shopping enjoyment on 
perceived utilitarian benefits (facilitators of purchase decisions). Even though researchers 
(e.g., Cox et al., 2005) have claimed that consumers who particularly enjoy shopping tend to 
seek hedonic benefits as well as utilitarian benefits, this is not what research on pop-up retail 
has found. The results of the present study and of Kim et al.‟s (2010) pop-up retail study only 
support the positive influence of shopping enjoyment on perceived hedonic benefits and on 
attitudes toward the retail setting.  
The results also supported the hypothesis that materialism affects the perceived value 
of utilitarian benefits (facilitators of product evaluation and self-enhancement) (H3a). The 
results are supported by previous studies (Richins, 1994; Kamineni, 2005) that showed that 
materialistic consumers tend to seek utilitarian benefits, such as monetary worth, and/or 
enhancement of social status, self-esteem, and the satisfaction of the admiration to others. 
However, the association between materialism and attitudes toward pop-up retail was not 
significant (H3b). The consumers who had higher scores on materialism tended to seek 
utilitarian benefits, but the high degree of materialism did not translate to a positive attitudes 
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toward pop-up retail. Again, the newness of the format may have led to uncertainty, in this 
case regarding status of the experience or products, which limited the respondents‟ 
acceptance of pop-up retail.  
  Perceived hedonic benefits were positively related to attitudes toward pop-up retail 
(H4a). In contrast, the relationship between perceived utilitarian benefits and attitudes toward 
pop-up retail (H4b) was only partially supported, in that the effect of facilitators of product 
evaluation on attitudes toward pop-up retail was not significant, although the effect of self-
enhancement was significant. In addition, attitudes toward pop-up retail were positively 
related to intentions toward pop-up retail (H4c).  
The effects of perceived hedonic benefits on attitudes toward pop-up retail, as well as 
the effect of attitude toward pop-up retail on intentions toward pop-up retail, were consistent 
with the findings of Kim et al. (2010) and Niehm et al. (2007). However, the effect of 
perceived utilitarian benefits (facilitators of product evaluation and self-enhancement) on 
attitudes toward pop-up retail partially conflicted with the findings of Kim et al. (2010), who 
reported that utilitarian benefits (facilitators of purchase decisions) were significantly 
associated with attitudes toward pop-up retail. I propose a possible explanation for the 
difference. The temporary location and time-limited nature of pop-up retail may create a 
sense of uncertainty and perceived risk about making the right choice or being able to return 
the product if purchasing the wrong products, which may prevent consumers who place high 
value on perceived utilitarian benefits (facilitators of product evaluation) from having a 
positive attitudes toward pop-up retail. The characteristics of Chinese culture, such as 
avoiding risk taking and conforming to group or social norms, may further discourage 
consumers who place high value on the benefit of facilitators of product evaluation benefit 
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from having positive attitudes toward pop-up retail. Because the Chinese tend to suppress 
conflicting opinions and tend to conform to others (e.g., Butler, et al., 2007; Kitayama, et al., 
2004), the unknown or undeveloped opinions and attitudes of friends, family and/or relatives 
may also lead to respondents‟ weaker attitudes toward this new retail format.  
 With regard to the meditating effects of perceived benefits (see Table 8 for results), 
the findings help to explain why individual differences did or did not influence attitudes 
toward pop-up retail. Without added perceived benefits as a mediating effect between 
consumer innovativeness and attitudes toward pop-up retail, consumers with a higher level of 
innovativeness have positive attitudes toward pop-up retail. However, adding perceived 
benefits in the model made the path of consumer innovativeness on attitudes toward pop-up 
retail non-significant. Thus, higher innovativeness did not lead to positive attitudes toward 
pop-up retail directly; perceived hedonic benefits and one of the utilitarian benefits (self-
enhancement) mediated the relationship between consumer innovativeness and attitudes 
toward pop-up retail. These results indicate that hedonic benefits and self-enhancement were 
crucial elements in leading consumers with higher level of innovativeness to have a positive 
attitudes toward pop-up retail. Therefore, hedonic benefits, such as new experiences and the 
novel stimuli of pop-up retail, as well as self-enhancement benefits, such as expression of 
uniqueness and/or status and attainment of other people‟s admiration are important variables 
in driving Taiwanese consumers with higher innovativeness to have positive attitudes toward 
pop-up retail.   
Before testing the mediating effect (perceived benefits) of shopping enjoyment on 
attitudes toward pop-up retail, the effect of shopping enjoyment on attitudes was significant. 
After perceived benefits were added into the model as a mediating effect, shopping 
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enjoyment was directly related to positive attitudes toward pop-up retail, but also indirectly 
related through hedonic benefits. Utilitarian benefits (facilitators of product evaluation and 
self-enhancement) did not significantly influence attitudes of consumers with a higher level 
of shopping enjoyment toward pop-up retail. The findings are consistent with relationships 
proposed by Forsythe and Bailey (1996), who suggested that consumers with a high level of 
shopping enjoyment tend to be non-economic oriented and seek sensory stimulation and 
escape from routine activities. Such motivations lead consumers with a higher level of 
shopping enjoyment to have positive attitudes toward pop-up retail in general, as well as to 
seek the hedonic benefits of pop-up retail.  
 Finally, the effect of materialism on attitudes toward pop-up retail was not significant 
before the mediating effects of perceived benefits were tested. Apparently, perceived 
utilitarian benefits meditate the relationship between materialism and attitudes toward pop-up 
retail. One perceived utilitarian benefit (self-enhancement) mediated the relationship between 
materialism and attitudes toward pop-up retail, whereas the other, known as facilitators of 
product evaluation, did not significantly influence this relationship. This result indicates that 
self-enhancement benefits, such as enhancement of social status and/or identity through 
products or experiences in pop-up retail, motivated consumers who score high on 
materialism to have positive attitudes toward pop-up retail. However, facilitators of product 
evaluation, such as free samples and help from sales staff, did not lead such consumers to 
have positive attitudes toward pop-up retail. Again, the non-significant effect of facilitators 
of product evaluation on attitudes toward pop-up retail may have been caused by perceived 
uncertainty associated with the temporary location and limited time as well as by Chinese 
cultural characteristics, such as conforming to the group or social norms.   
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Moderating Effects of Cultural Values 
Hypotheses 5, 6, and 7 postulated moderating effects of cultural values 
(interdependent self and independent self) on the relationships in the causal model. 
Hypothesis 6a was not tested because the path between shopping enjoyment and utilitarian 
benefits in the causal model was not significant. The results partially support hypothesis 7a, 
but not hypotheses 5a, 5b, and 6b. The moderating effect postulated in hypothesis 5b was 
significant, but in the direction opposite from that hypothesized.  
Interdependent self 
  A higher level of interdependent self did not significantly strengthen the positive 
relationship between consumer innovativeness and the two utilitarian benefits (facilitators of 
product evaluation and self-enhancement) (H5a). Possible explanations for these findings 
will be discussed separately, at the end of the section on independent self. In partial support 
of hypothesis 7a, a higher level of interdependent self significantly strengthened the positive 
relationship between materialism and the perceived utilitarian benefit, self-enhancement, but 
did not have the same impact on the relationship between materialism and the benefit of 
facilitators of product evaluation. These findings are supported by studies (Heine, 2008; Ho, 
1979; Liao & Wang, 2009) that showed that people in collectivist cultures emphasize social 
relationships through public meanings of products as well as through the perceptions of the 
individual by others. Thus, the interdependent self reinforces the relationship between 
materialism and the benefit of self-enhancement. The present results indicated that a higher 
level of interdependent self reinforces the positive relationship between materialism and the 
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benefit of self-enhancement, such as enhancement of social standing, receiving the 
admiration of others, or enabling one to maintain status in the society.  
Independent self 
 Hypothesis 5b, which proposed that a higher level of independent self would enhance 
the effect of consumer innovativeness on perceived hedonic benefits of pop-up retail, was not 
supported; in fact, the effect was opposite to what was predicted. The positive effect of 
consumer innovativeness on perceived hedonic benefits of pop-up retail was more significant 
for lower independent self consumers than for higher independent self consumers. Contrary 
to what was expected, a higher level of independent self did not strengthen the relationship 
between shopping enjoyment and perceived hedonic benefits of pop-up retail (i.e., non-
significant H6b).  
 There are two possible explanations for the non-significant and partially supported 
results related to the moderating effects of cultural values (H5a, 5b, 6b, and 7a). First, 
statisticians (Morris, Sherman, & Mansfield, 1986) claim that moderator effects are difficult 
to detect in non-experimental field studies, such as the present survey-based study, therefore 
researchers frequently fail to detect interaction effects (moderating effects) in such studies 
(McClelland & Judd, 1993).  
Second, the histograms of interdependent and independent self in the present study 
indicated that many participants scored high on both interdependent and independent self. 
The median scores of 39 and 40, respectively, on a 7 to 49 scale, were used as the dividing 
points for low and high groups of interdependent and independent self. These dividing points 
were higher than they would have been if the distributions had been normal. Therefore, many 
respondents identified as having lower levels of a trait may actually have had a relatively 
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high level of that trait. In other words, the problem may exist in the method used to separate 
the groups.  
 
Conclusions and Implications 
The present cross cultural, empirical study provides support for the usefulness of 
TRA and the C-A-B model (Fishbein & Ajzen, 1978) in studying consumers in an Eastern 
country (Taiwan). Results showed that individual differences (consumer innovativeness, 
shopping enjoyment, and materialism) of Taiwanese consumers affected perceived hedonic 
and utilitarian benefits (Cognitions), perceived benefits had an impact on attitudes toward 
pop-up retail (Attitudes), and attitudes toward pop-up retail influenced intentions toward pop-
up retail (Behavior intentions). These results have implications for marketers hoping to 
introduce pop-up retail to Taiwan. Marketers and retailers should direct business efforts 
toward creating and providing both hedonic and utilitarian benefits in pop-up retail. 
Interestingly, the present study found that the utilitarian benefit, self-enhancement, is 
important in enticing Taiwanese consumers to accept pop-up retail; this finding was not 
reported in Western studies (e.g., Kim et al., 2010; Niehm et al., 2007). Through providing 
such hedonic and utilitarian benefits, retailers and marketers may create a positive attitudes 
among Taiwanese consumers toward pop-up retail, and thus increase their willingness to 
explore and accept pop-up retail.  
Marketers should create pop-up venues that appeal to Taiwanese consumers with a 
higher level of consumer innovativeness as they may be opinion leaders who affect 
acceptance of new trends (e.g., Goldsmith & Hofacker, 1991; Ruvio & Shoham, 2007), 
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including pop-up retail and the products showcased. These consumers desire hedonic benefits 
of pop-up retail, which may include novel stimuli offered by unusual retail designs (e.g., a 
store in a cargo container), cognitive challenge from intriguing product displays, and arousal 
of emotion from high energy crowds produced by the temporal nature of pop-up retail.  They 
also desire utilitarian benefits, including facilitators of product evaluation (e.g., receiving free 
samples, having consultations with knowledgeable brand representatives, obtaining hands-on 
experiences) and self-enhancement (e.g., products that allow expression of uniqueness, 
products and events that enhance social standing and admiration of others because of their 
exclusivity). 
 Because hedonic benefits and the utilitarian benefit of self-enhancement led 
Taiwanese consumers with a higher level of innovativeness to develop a positive attitudes 
and consequent positive intentions toward pop-up retail, marketers may want to consider the 
following in developing their marketing mix (product, promotion, place, and price).  
Marketers should 1) focus on novel and emotionally arousing products, brands, and store 
experiences that offer cognitive challenge and foster engaging fantasies about product usage, 
2) use media to promote the message of product scarcity and the limited time offer of the 
venue, as well as employ innovative guerilla marketing campaigns to foster a sense of 
exclusivity, 3) design a specific exclusive product for each pop-up store, and 4) employ 
knowledgeable brand representatives to engage the consumer. 
Consumers with a higher level of shopping enjoyment differed somewhat from 
consumers with a higher level of innovativeness. Shopping enjoyment was directly 
associated with a positive attitudes toward pop-up retail; this direct effect was not true for 
consumer innovativeness. In addition, shopping enjoyment was positively associated with 
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seeking of hedonic benefits alone. Consumers with a higher level of shopping enjoyment see 
shopping as a pleasure and a way to relax and feel energized. Therefore, marketers should 
provide these customers with hedonic benefits through 1) providing novel products, 
entertainment, and experiences that can arouse their emotion, 2) using advertising to create 
the image of pop-up retail as a relaxing and pleasurable experience, 3) emphasizing store 
atmospherics that create novelty and sensual pleasure, and 4) employing brand 
representatives to accommodate customers‟ needs and to provide pampering experiences in 
pop-up stores.  
Taiwanese consumers with higher scores on materialism tend to place higher value on 
acquiring items of monetary value or that show a higher level of status. Similar to consumer 
innovators, those with a higher level of materialism seek utilitarian benefits, including 
facilitators of product evaluation and self-enhancement benefits noted above. However, 
facilitators of product evaluation did not affect the attitudes of these consumers toward pop-
up retail. Because those with higher scores on materialism place higher value on money, the 
sense of uncertainty and perceived risk of being unable to exchange products as well as the 
negative image associated with temporary nature of the location, may prevent development 
of a positive attitudes toward pop-up retail. Thus, retail managers and marketers should 
ensure that pop-up retail in Taiwan 1) emphasizes scarcity, luxury, and/or high-end products 
and experiences, 2) promotes the image of success and/or high social standing through 
product selection and advertising, as well as offers invitations to a limited number of 
consumer, 3) chooses a high-end location for pop-up retail, and 4) hires brand representatives 
with an elite image and who offer exclusive services that showcase the product. 
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The non-significant results regarding the influence of individual differences 
(consumer innovativeness and materialism) on attitudes toward pop-up retail suggest that 
marketers should create extensive marketing and public relations campaigns to promote 
word-of-mouth publicity and to show Taiwanese consumers engaging in the pop-up retail 
experience. These campaigns will not only familiarize Taiwanese consumers with this new 
format, but also illustrate its acceptability and status within the culture, which may lead to a 
more rapid change in attitudes toward pop-up retail. Because consumers with a higher level 
of shopping enjoyment are more open to pop-up retail, marketers and retailers may motivate 
these consumers to spread positive word-of-mouth about pop-up retail to their friends and 
others.     
From the cultural aspect, the present study found that cultural values (i.e., 
interdependent self) strengthened the relationship between materialism and the utilitarian 
benefit known as self-enhancement. A higher level of interdependent self strengthened the 
effect of materialism on seeking self-enhancement, which means that marketers who target 
these individuals (high interdependence and materialism) should promote the enhancement to 
social status and admiration of others. Thus, products and/or experiences with public 
meanings of success and uniqueness, such as luxury and/or scarcity products or experiences, 
may attract these consumers.  
From the aspect of self-construal (cultural values), histograms of both interdependent 
and independent self tended to be skewed to the left. The correlation showed that a higher 
level of interdependent self correlated with a higher level of independent self. In other words, 
Taiwanese consumers are noticeably bicultural self, a finding supported by the results 
reported by Lu and Yang (2006). The bicultural self, in which a person strongly possesses 
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both interdependent and independent self, is a relatively new concept that has not yet been 
studied widely by researchers in consumer behavior and marketing. As globalization and 
Western information grow in influence, bicultural self may become an important new trend 
among Asians. The present study is likely the first to disclose the bicultural self in the area of 
consumer behavior and marketing.  
 Few studies on pop-up retail have been performed in the United States (e.g., Kim, et 
al., 2010; Niehm et al., 2007), and I have uncovered no published research on this topic 
conducted in non-Western countries. The present study helps fill the gap in research on 
consumers in non-Western countries and investigates how cultural values influence the 
acceptance of pop-up retail. Specifically, the study contributes to the new research area of 
pop-up retail by 1) conducting a study of pop-up retail in an Asian country, 2) finding the 
importance of a new and important perceived benefit (self-enhancement) in an Asian 
country, 3) improving the reliability of a self-construal scale (cultural values), and 4) 
exploring the bicultural self in the area of consumer behavior and marketing.   
 
Limitations 
 One limitation of the study was the use of the convenience sample made up of 
students from Northern, Central, and Southern Taiwan. This sample does not represent all 
Taiwanese residents because of the narrow age range of students and the relatively high 
income of residents of Northern, Central, and southern Taiwan compared to those of Eastern 
Taiwan.  However, the present study does focus on the age group that has frequently been the 
target for pop-up retail. 
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Second, differences in geography, historical background, and the income between 
Taiwan and mainland China affect cultural values that may lead these two groups of 
consumers to value different benefits. Taiwan is a developed country and more westernized 
than many regions of mainland China; thus results may not be generalizable to people in 
mainland China.  
Third, most participants did not have experience with pop-up retail or similar stores, 
and thus may have had to heavily depend on the description and the few images provided in 
the survey. This lack of experience may have affected their responses. 
Fourth, most of the measurement scales were originally developed and used with 
Western consumers, except for the scales measuring cultural values. Translation of the scales 
may have created problems of concept and language equivalence. To avoid such problems, 
procedures suggested by cultural psychologists (Greenfield, 1977; Van & Lenung, 1997) 
were used, but this is no guarantee that the meanings were identical in both languages.  
 
Future Research 
 The present study contributes to the small body of research on pop-up retail. This is 
likely the first study to empirically examine the acceptance of pop-up retail in a non-Western 
society (Taiwan) and to examine the effect of cultural values (self construal) as moderating 
effects on the relationships between individual differences and perceived benefits from this 
consumer venue. Further studies should 1) compare consumers from various non-Western 
cultures to further identify the impact of cultural similarities and differences on responses 
towards pop-up retail, 2) measure whether the utilitarian benefit know as self-enhancement is 
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an important element in leading other groups of Asian consumers to accept pop-up retail, 3) 
examine the role of perceived risk in attitudes towards pop-up retail for Asian consumers, 4) 
employ different grouping methods to understand whether cultural values may influence 
consumer differences on attitudes toward pop-up retail, 5) investigate whether bicultural self 
also exists in other Asian societies, and 6) examine reasons for the unexpected significant 
paths in the fully-recursive model. This line of research would lead to results that could 
increase the success of launching pop-up retail in various Asian countries.  
 A significant finding of the present study, the presence of the bicultural self among 
Taiwanese, suggests areas of future research, such as 1) the existence of the bicultural self 
among Chinese in other regions of the country, 2) how the two selves integrate and function, 
3) whether the prevalence of the bicultural self increases with new generations and/or 
economic development in Eastern countries, and 4) how the level of the bicultural self 
influences desired consumption experiences, including desired benefits from various 
shopping venues. Such studies would help marketers to understand how to design and deploy 
new experiential marketing strategies for different Asian markets.  
 
 
 
 
 
 
 
 
89 
 
 
 
APPENDIX A: MAIN STUDY QUESTIONNAIRE 
This study aims to examine consumers’ general shopping behaviors and through about 
a new type of retail format.  Please read the following statements and select the number 
that best represents your opinion. In the seven numbers provided, 1 represent 
completely agree. The degree of agreement increases as the numbers increase. 
Part 1 
 
 Strongly                               Strongly 
Disagree ------------------------- Agree             
 
1. Shopping is a waste of time.* 
 
1 2 3 4 5 6 7 
2. Shopping is a way I like to spend my leisure 
time. 
 
1 2 3 4 5 6 7 
3. Shopping is entertaining to me. 
 
1 2 3 4 5 6 7 
4. Shopping is one of my favorite activities. 
 
1 2 3 4 5 6 7 
5. I enjoy shopping more than most people do. 
 
1 2 3 4 5 6 7 
6. I love to go shopping when I can find the time. 
 
1 2 3 4 5 6 7 
7. Shopping is a good way for me to relax. 
 
1 2 3 4 5 6 7 
8. Shopping picks me up on a dull day. 
 
1 2 3 4 5 6 7 
9. I often seek out information about new 
products and brands. 
 
1 2 3 4 5 6 7 
10. I like to go to places where I will be exposed 
to information about new products and brands. 
 
1 2 3 4 5 6 7 
11. I like magazines that introduce new brands. 
 
1 2 3 4 5 6 7 
12. I frequently look for new products and 
services. 
 
1 2 3 4 5 6 7 
13. I seek out situations in which I will be 
exposed to new and different sources of 
product information. 
 
1 2 3 4 5 6 7 
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14. I am continually seeking new product 
experiences.  
 
1 2 3 4 5 6 7 
15. I take advantage of the first available 
opportunity to find out about new and different 
products. 
 
1 2 3 4 5 6 7 
16. It is important to me to have really nice 
things. 
 
1 2 3 4 5 6 7 
17. I would like to be rich enough to buy anything 
I want. 
 
1 2 3 4 5 6 7 
18. I‟d be happier if I could afford to buy more 
things. 
 
1 2 3 4 5 6 7 
19. It sometimes bothers me quite a bit than I 
can‟t afford to buy all the things I want. 
 
1 2 3 4 5 6 7 
20. People place too much emphasis on material 
things.* 
 
1 2 3 4 5 6 7 
21. It‟s really true that money can buy happiness. 
 
1 2 3 4 5 6 7 
 
 
 
Part 2: 
We would like to know your opinions about some general issues. Please read the following 
statements and select the number that best represents your opinion. 
 Strongly                               Strongly 
Disagree ------------------------- Agree             
 
22. I believe that people should try hard to satisfy 
their interests. 
 
1 2 3 4 5 6 7 
23. I believe that people should fully realize their 
potential. 
 
1 2 3 4 5 6 7 
24. I believe that people should have their own 
ideals and try hard to achieve them. 
 
1 2 3 4 5 6 7 
25. I believe that people should fully live up to 
their capabilities in any circumstances. 
1 2 3 4 5 6 7 
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26. I believe that people should face up to 
challenges in the environment. 
 
1 2 3 4 5 6 7 
27. I believe that once a goal is set, one should do 
one‟s best to achieve it. 
 
1 2 3 4 5 6 7 
28. I believe that a happy life is the result of one‟s 
own efforts. 
 
1 2 3 4 5 6 7 
29. I believe that people should pursuit their own 
welfare. 
 
1 2 3 4 5 6 7 
30. I believe that people should express their 
feelings in interpersonal interactions. 
 
1 2 3 4 5 6 7 
31. I believe that people should maintain their 
independence in a group. 
 
1 2 3 4 5 6 7 
32. I believe that people should be self-resilient 
and self reliant. 
 
1 2 3 4 5 6 7 
33. I believe that interpersonal communication 
should be direct. 
 
1 2 3 4 5 6 7 
34. I believe that people should express their 
opinions in public.  
 
1 2 3 4 5 6 7 
35. I believe that people should be unique and 
different from others. 
 
1 2 3 4 5 6 7 
36. I believe that people should retain 
independence even from their family members. 
 
1 2 3 4 5 6 7 
37. For myself, I believe that others influence my 
self-identity.* 
 
1 2 3 4 5 6 7 
38. I believe that others should be direct with 
others. 
 
1 2 3 4 5 6 7 
39. I believe that family and friends influence my 
important life decisions.* 
 
1 2 3 4 5 6 7 
40. I believe that people should try to achieve 1 2 3 4 5 6 7 
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their goals at any costs. 
 
41. I believe that people should stick to their 
opinions in any circumstances. 
 
1 2 3 4 5 6 7 
42. I believe that people should be the same at 
home and in public. 
 
1 2 3 4 5 6 7 
43. I believe that family is the source of our self. 
 
1 2 3 4 5 6 7 
44. I believe that success of the group is more 
important than success of the individual. 
 
1 2 3 4 5 6 7 
45. We should be concerned about others people‟s 
dignity in interpersonal interactions. 
 
1 2 3 4 5 6 7 
46. Once you become a member of the group, you 
should try hard to adjust to the group‟s demands. 
 
1 2 3 4 5 6 7 
47. I believe that people should find their place 
within a group.  
 
1 2 3 4 5 6 7 
48. I believe that the group should come first 
when it is in conflict with the individual. 
 
1 2 3 4 5 6 7 
49. I believe that it is important to maintain group 
harmony.  
 
1 2 3 4 5 6 7 
50. We should sacrifice our personal interests for 
the benefit of the group. 
 
1 2 3 4 5 6 7 
51. I believe that the family should be a life unit. 
 
1 2 3 4 5 6 7 
52. I believe that the success and failure of my 
family is ultimately related to my self-identity. 
 
1 2 3 4 5 6 7 
53. I believe that people should perform their 
social roles well. 
 
1 2 3 4 5 6 7 
54. I believe that people should behave 
appropriately according to different 
circumstances.  
 
1 2 3 4 5 6 7 
55. I believe that people close to me are important 
parts of myself.  
1 2 3 4 5 6 7 
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56. I believe that people should behave 
appropriately according to their different social 
status and roles. 
 
1 2 3 4 5 6 7 
57. Belonging to a group is important to my self-
identity, or sense of myself. 
 
1 2 3 4 5 6 7 
58. Acting appropriately is an important principle 
for me.  
 
1 2 3 4 5 6 7 
59. I believe that intimate relationships could 
reflect one‟s self-identity. 
 
1 2 3 4 5 6 7 
60. In the interest of maintaining interpersonal 
harmony, communication should be indirect.  
 
1 2 3 4 5 6 7 
61. I believe that people should consider the 
opinions and reactions of the others before 
making decisions. 
 
1 2 3 4 5 6 7 
62. I have a strong identification with people 
close to me. 
 
1 2 3 4 5 6 7 
63. My self-identity is the result of my social 
status.  
 
1 2 3 4 5 6 7 
 
 
Part 3 
 
Please read the following information about the new retail format called pop-up stores before 
answering the next series of questions: 
 
 Pop-up stores are different than moving out clearance stores. Pop-up stores only sell 
exclusive, new, or limited edition products. The main purpose of this new retail 
format is to promote exclusive, new product lines, new brand, and/or new designers.  
 Pop-up retail usually has brand representatives to provide consultations, provide 
product sampling or special discount, or other special events.  
 Pop-up stores are similar to special exhibits/events hosted in the vacant space on the 
top floor of department stores. However, special exhibits/events usually include 
several retailers and promote several brands at the same time instead of focusing on 
one specific retailer or brand in pop up stores.  
 Pop-up retail frequently uses vacant commercial or unconventional spaces, such as 
mobile, such as pictures attached on above.   
94 
 
 
 
 Pop-up stores may not sell products on the premises, and the brands carried may be 
widely known or smaller, new brands. 
 If products are sold, then they may be special editions not found elsewhere and may 
be available in limited quantities. 
 Pop-up stores also allow customers to have unique, personalized interactions and 
experiences with the brand.  
 Pop-up stores employ brand representatives who have a lot of knowledge about the 
brand 
 Here are a few examples of pop-up retail:  
o A personal care products brand opened a Pop-up salon for several days where 
visitors could learn about the product from product representatives, receive 
free samples or even free shampoos, haircuts, and hand massages using the 
brand products.  
o Gap transformed a 1960s school bus into a temporary store to promote the 
theme of “Products of the 1960s” at local beaches, festivals, and other summer 
events. 
 
 
 
Figure 1. The Illy brand used a cargo container to pop-up a store in Paris 
 
(resource from: www.newyorkology.com) 
 
Figure 2. The Joe brand used a truck to open a pop-up store in a community. 
 
(resource from: www.gomra.com) 
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Please indicate the level of interest that you would have in the following categories of 
pop-up stores. 
 
 Not Very                                      Very  
Interested --------------------Interested 
 
64. Apparel 1 
 
2 
 
3 
 
4 
 
5 6 7 
 
65. Home appliances 
 
1 2 3 4 5 6 7 
66. Personal care products (e.g., shampoo, 
cosmetics) 
 
1 2 3 4 5 6 7 
67. Restaurants 
 
1 2 3 4 5 6 7 
68. Food products 
 
1 2 3 4 5 6 7 
69. Home furnishing and accessories 
 
1 
 
2 
 
3 
 
4 
 
5 6 7 
 
70. Home improvement 
 
1 
 
2 
 
3 
 
4 
 
5 6 7 
 
71. Sporting goods 
 
1 2 3 4 5 6 7 
72. Travel services (e.g., airlines, vacation 
packages) 
 
1 2 3 4 5 6 7 
73. Pet products 
 
1 2 3 4 5 6 7 
74. Art 
 
1 
 
2 
 
3 
 
4 
 
5 6 7 
 
75. Magazines  
 
1 2 3 4 5 6 7 
76. Books 
 
1 2 3 4 5 6 7 
77. Electronics 
 
1 2 3 4 5 6 7 
78. Toys 
 
1 2 3 4 5 6 7 
79. Alcoholic, Beverages 
 
1 2 3 4 5 6 7 
80. Please indicate other categories or areas of 
interest to you about pop-up stores. 
 
 
______________________________ 
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 Strongly                               Strongly 
Disagree ------------------------- Agree             
 
Based on the descriptions and examples of pop-up 
retail above, please provide your impressions of 
pop-up stores 
 
81. Pop-up stores should excite consumers. 
 
1 2 3 4 5 6 7 
82. Pop-up stores should offer new products or 
brands. 
 
1 2 3 4 5 6 7 
83. Pop-up stores should offer exclusive or unique 
products or brands. 
 
1 2 3 4 5 6 7 
84. Pop-up stores should offer novelty or surprise. 
 
1 2 3 4 5 6 7 
85. Pop-up stores should provide a good way to 
learn about products or brands.  
 
1 2 3 4 5 6 7 
86. In pop-up stores, it is important to be able to 
try out products or brands. 
 
1 2 3 4 5 6 7 
87. In pop-up stores, it is important to receive free 
samples and services. 
 
1 2 3 4 5 6 7 
88. The pop-up store experience should engages 
people on a personal level. 
 
1 2 3 4 5 6 7 
89. Pop-up stores should have very 
knowledgeable sales representatives. 
 
1 2 3 4 5 6 7 
90. Offering exclusive or unique experiences is 
important for pop-up stores. 
 
1 2 3 4 5 6 7 
91. The products or brands marketed in pop-up 
stores should be important to one‟s lifestyle. 
 
1 2 3 4 5 6 7 
92. In pop-up stores, a limited selection of 
products or brands (in comparison to regular 
stores) would be a drawback. 
 
1 2 3 4 5 6 7 
93. It is important to visit pop-up stores with 
others. 
 
1 2 3 4 5 6 7 
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94. If pop-up stores sell products on the premises, 
there should be a simple way to return them once 
the store is gone. 
 
1 2 3 4 5 6 7 
95. Pop-up stores encourage impulse purchases.  
 
1 2 3 4 5 6 7 
96. Pop-up stores should carry only the highest 
quality products.  
 
1 2 3 4 5 6 7 
97. It is important that one can compare brands in 
pop-up stores.  
 
1 2 3 4 5 6 7 
98. A pop-up store should ensure its staff is not 
pushy.  
 
1 2 3 4 5 6 7 
99. Pop-up stores are eye-catching. 
 
1 2 3 4 5 6 7 
100. Products found in a pop-up store should be 
available elsewhere once the store is gone. 
 
1 2 3 4 5 6 7 
101. Opening a pop-up store in an area of a 
town/city that is normally visited should 
encourage people to check it out. * 
 
1 2 3 4 5 6 7 
102. Pop-up stores should offer a memorable 
experience. 
 
1 2 3 4 5 6 7 
103. Pop-up stores should offer a comfortable 
shopping environment. 
 
1 2 3 4 5 6 7 
104. Pop-up stores should offer limited-edition 
products. 
 
1 2 3 4 5 6 7 
105. Pop-up stores should offer live events that 
provide entertainment. 
 
1 2 3 4 5 6 7 
106. Products in pop-up stores should express my 
uniqueness or identity. 
 
1 2 3 4 5 6 7 
107. Products in pop-up stores should enhance my 
social standing. 
 
1 2 3 4 5 6 7 
108. Being one of the few who experience pop-up 
stores enables me to receive the admiration of 
others.  
1 2 3 4 5 6 7 
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109. Being one of the few who experience pop-up 
stores would enable me to maintain my status in 
society. 
 
1 2 3 4 5 6 7 
110. Being one of the few who experience the 
pop-up stores would enable me to raise my status 
in society. 
 
1 2 3 4 5 6 7 
 
 
 
Please indicate the extent to which you agree or disagree with the following statements 
(Circle ONE number on each line). 
 
 Strongly                               Strongly 
Disagree ------------------------- Agree             
 
111. Overall, I think pop-up store experiences 
would be good.  
 
1 2 3 4 5 6 7 
112. The idea of a pop-up store is appealing to 
me. 
 
1 2 3 4 5 6 7 
113. The idea of a pop-up store is interesting to 
me. 
 
1 2 3 4 5 6 7 
114. The idea of a pop-up store is pleasant to me. 
 
1 2 3 4 5 6 7 
115. I would recommend that others visit pop-up 
stores.  
 
1 2 3 4 5 6 7 
116. I would be willing to buy featured products 
after visiting a pop-up store.  
 
1 2 3 4 5 6 7 
117. I would like to try a pop-up store. 
 
1 2 3 4 5 6 7 
118. I want to experience pop-up stores in the 
future. 
 
1 2 3 4 5 6 7 
119. I would purchase at pop-up stores. 
 
1 2 3 4 5 6 7 
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Please indicate the extent to which you agree or disagree with the following statements 
(circle ONE number on each line). 
 
 Strongly                               Strongly 
Disagree ------------------------- Agree             
       
 
120. I have heard of pop-up stores before.  
 
1 2 3 4 5 6 7 
121. Pop-up stores are new to me.* 
 
1 2 3 4 5 6 7 
122. I have never visited pop-up stores.* 
 
1 2 3 4 5 6 7 
123. I have visited pop-up stores. 
 
1 2 3 4 5 6 7 
 
 
 
124. The minimum length of time a pop-up store should be open is (Please check ONE): 
       
 
 
 
 
 
 
 
 
125. How far would you be willing to travel to visit a pop-up store? (Please check ONE) 
 
 
 
 
 
 
 
 
126. Please indicate your current school‟s location: 
 
A: City 
_______________ 
B: School name              C: Department   
______________              ______________      
 
 
127. What is your gender? 
   
One day        __________ 
Several days        __________ 
One week        __________ 
One month        __________ 
Three months        __________ 
Six months        __________ 
One year        __________ 
Not willing to travel        __________ 
Less than 30 minutes        __________ 
30 minutes        __________ 
1 hour        __________ 
1.5 hours        __________ 
2 hours or more        __________ 
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1. Male _________ 2. Female _________ 
 
128. What is your age?             
______________ years old 
                                  
 
129. What year are you?   
 Freshman_______    
Sophomore________ 
Junior___________    
Senior___________ 
 
 
130. Do you stay with your parents?      1. Yes________        2. No_______ 
 
 
131. How often do you shop at non-food retail stores during an average month?  
  
 Not at all                               ___________ 
One time                               ___________ 
Two or three times                ___________ 
Four or five times                  ___________ 
More than six times               ___________ 
 
 
132. How tight your budget is? 
 
1. I have little to no disposable income.  ___________ 
2. I have an average amount disposable income. ___________ 
3. I have plenty of disposable income.  ___________ 
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本研究目的為探討消費者普遍的消費行為及一種新形式零售商店的特色。請從以下描
述中圈選出最符合您看法的選項。 
第一部分 
 非常不同意-------------------------非常同意 
1.購物很浪費時間。 1 2 3 4 5 6 7 
2.購物是我所喜歡的消遣活動。 1 2 3 4 5 6 7 
3.對我來說，購物是件快樂的事。 1 2 3 4 5 6 7 
4.購物是我喜歡的活動之一。 1 2 3 4 5 6 7 
5.我比大多數的人都愛購物。 1 2 3 4 5 6 7 
6.只要有空，我喜歡去購物。 1 2 3 4 5 6 7 
7.購物對我來說是放鬆的好方法。 1 2 3 4 5 6 7 
8.購物讓我精神振奮。 1 2 3 4 5 6 7 
9.我常搜尋新產品和新品牌的資訊。 1 2 3 4 5 6 7 
10.我喜歡到能獲得新產品和新品牌資訊
的地方。 
1 2 3 4 5 6 7 
11.我喜歡看介紹新品牌的雜誌。 1 2 3 4 5 6 7 
12.我常尋找新產品和新服務。 1 2 3 4 5 6 7 
問卷簡介 
研究主題:文化對臨時性商店的接受度 
研究者:  陳唯珍 及 Dr. Ann Marie Fiore 
 本研究參予國際跨國研究，研究目的是在於了解不同文化如何影響國人接
受新的零售型態。您受邀參予本研究因您具有中國人的價值觀且為台灣的大學
生。您的參予對於跨國研究來說是極其重要而且有價值的，本人很感謝您參予填
寫問卷，這個問卷大約花費您 15 分鐘完成。 
這份問卷是關於您的堅信、態度、和光臨新的商店模式的傾向。當您完成
問卷後，請將問卷給研究人員。這份問卷將不收集個人資料，例如姓名、座號、
或任何郵件地址或住址，請放心填寫。 
參與本研究問卷填寫將不會對您有任何的花費，相反的，當您完成問卷填
寫，您將有機會抽到一百元禮卷。如果您對於本研究有任何問題，請聯絡陳唯珍 
(berryamanda@yahoo.com)。 如果您對於您的權力或因本研究造成的傷害，請聯
絡愛荷華州立大學 IRB 的行政人員 1-515-294-4566，IRB@iastate.edu，或者是部
門的負責人 1-515- 294-3115，連絡地址為: Iowa State University, Ames Iowa 
50014。    
感謝您寶貴的時間和意見。 
如果您同意參予本研究的問卷填寫，請您開始填寫問卷。 
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13.我尋求可以接觸到新的、不同種類的
產品訊息的地方。 1 2 3 4 5 6 7 
14.我持續不斷的尋找新產品。 1 2 3 4 5 6 7 
15.我把握最優先的機會去知道第一手最
新的和不同的產品。 
1 2 3 4 5 6 7 
16.我認為擁有好東西是相當重要的。 1 2 3 4 5 6 7 
17.我想成為能買任何我想要的東西的富
翁。 
1 2 3 4 5 6 7 
18.如果我可以買更多東西，我會更快
樂。 
1 2 3 4 5 6 7 
19.當我不能買所有我想要的東西時，會
讓我感到心煩。 
1 2 3 4 5 6 7 
20.大家太強調物質。 1 2 3 4 5 6 7 
21.錢的確能買到快樂。 1 2 3 4 5 6 7 
 
第二部分 
我們想得知您對於日常生活中一些事物的看法。請從以下描述中圈選出最符合您看法
的選項。 
 非常不同意------------------------非常同意 
22.我相信人應該努力滿足自己的興趣。 1 2 3 4 5 6 7 
23.我相信人應該充分發揮自己潛在的能
力。 
1 2 3 4 5 6 7 
24.我相信人應該有自己的理想，並努力實
現它們。 
1 2 3 4 5 6 7 
25.我相信人無論在什麼環境中，都應該充
分發揮自己的已有能力。 
1 2 3 4 5 6 7 
26. 我相信我們應該直接面對環境的挑
戰。 
1 2 3 4 5 6 7 
27.我認為自己的目標一旦確定，就應全力
以赴。 
1 2 3 4 5 6 7 
28.我相信幸福的人生要靠自己努力。 1 2 3 4 5 6 7 
29.我相信人應該追求自己的福祉。 1 2 3 4 5 6 7 
30.我認為在人與人之間的交流或互動中，
應該表達出自己的感受。 
1 2 3 4 5 6 7 
31.我認為在一個團體中，人應該保持自己
的獨立性。 
1 2 3 4 5 6 7 
32.我認為人要自立自強，自給自足。 1 2 3 4 5 6 7 
33.我相信人際溝通應該直接。 1 2 3 4 5 6 7 
34.我認為我們應該在公眾場合中發表自己 1 2 3 4 5 6 7 
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的意見。 
35.我認為每個人應該都是獨特且與眾不
同。 
1 2 3 4 5 6 7 
36.我認為即使是家人，也應該保持各自的
獨立性。 
1 2 3 4 5 6 7 
37.對我而言，他人會影響我對自己的認
同。* 
1 2 3 4 5 6 7 
38.我認為人與人之間的關係應該是直接了
當。 
1 2 3 4 5 6 7 
39.我認為人生的重要決策應該受到親友的
影響。* 
1 2 3 4 5 6 7 
40.我認為人應該不惜任何代價去達成自己
的目標。 
1 2 3 4 5 6 7 
41.我認為在任何環境下，都該堅持自己的
想法。 
1 2 3 4 5 6 7 
42.我認為人在外面和在家裡應該一樣。 1 2 3 4 5 6 7 
43.我認為家庭是我們個人的泉源。 1 2 3 4 5 6 7 
44.我相信團體的成功比個人的成功更重
要。 
1 2 3 4 5 6 7 
45.對於人與人之間的交流或互動，我們應
維護他人的面子。 
1 2 3 4 5 6 7 
46.一旦成為團體的一份子，就應努力適應
團體要求。 
1 2 3 4 5 6 7 
47.我認為每人應該在團體中找到適合自己
的位置。 1 2 3 4 5 6 7 
48.當個人與團體有矛盾時，我認為應以團
體為重。 
1 2 3 4 5 6 7 
49.我認為保持團體的和諧是很重要的。 1 2 3 4 5 6 7 
50.我們應犧牲個人的利益來成全團體的利
益。 
1 2 3 4 5 6 7 
51.我認為家庭應該是生死與共的生命共同
體。 
1 2 3 4 5 6 7 
52.我相信家庭的成功與否，必然會影響到
個人的自我認同。 
1 2 3 4 5 6 7 
53.我認為每個人應該扮演好自己的社會角
色。 
1 2 3 4 5 6 7 
54.我認為行為舉止應該要合乎不同的場
合。 
1 2 3 4 5 6 7 
55.我認為親近的朋友或家人是我的重要部 1 2 3 4 5 6 7 
104 
 
 
 
分。 
56.我認為每個人的行為舉止應符合其社會
地位與角色。 
1 2 3 4 5 6 7 
57.團體的歸屬對我的自我認同很重要。 1 2 3 4 5 6 7 
58.適當的行為舉止，是我做人的重要準
則。 
1 2 3 4 5 6 7 
59.我認為男女之間的親密關係可以反映出
ㄧ個人的自我認同。 
1 2 3 4 5 6 7 
60.為維持人際和諧，應該採迂迴溝通方
式。 
1 2 3 4 5 6 7 
61.我認為在做決定前，應該考慮別人的觀
點和反應。 
1 2 3 4 5 6 7 
62.對親近的人我會有很強的認同感。 1 2 3 4 5 6 7 
63.我的自我認同感來自我的社會地位。 1 2 3 4 5 6 7 
 
第三部份 
在回答下列問題之前，請閱讀以下關於臨時性商店這種新零售型態的資訊： 
 臨時性商店是不同於清倉大拍賣的商店，臨時店舖只販售獨特或最新產品，而這種
新的零售型態主要是為了廣告及促銷特殊的商品、新的產品系列、新品牌、或新的
設計師。 
 
 而在臨時性商店內通常有品牌專業人員提供消費者產品諮詢、產品試用、折扣以及
其他特殊的活動。 
 
 臨時性商店有點像百貨公司頂樓閒置空間裡所常舉辦的特展或特別活動。然而在這
些特展或特別活動中通常包括好幾個零售攤位以及一次促銷好幾個品牌，而不是像
臨時性商店只專注在促銷或宣傳一個品牌。 
 
 臨時性商店通常使用閒置的商業店面或是使用非傳統固定店鋪的方式，像是可移動
式的貨櫃車(如下圖所示)。 
 臨時性商店裡可能沒有直接販賣所展售的商品 (但可以到所屬的門市買的到)，而所
促銷的品牌可能遠近馳名，也可能只是較小、新的品牌。 
 如果臨時性商店裡販賣商品，這些商品可能是限量紀念款，並且這些商品無法在其
他的地方被找到。 
 
 臨時性商店讓顧客享有獨一無二的、特別的一對一服務及詳細的產品介紹。 
 臨時性商店僱用熟知此品牌且具有專業知識的品牌代表。 
 以下有幾個臨時性商店的例子： 
 個人護理產品的品牌開一家為期幾天的臨時沙龍商店，來店者可以從產品代表獲
得產品資訊，拿到免費試用品或使用該品牌產品免費洗髮、剪髮和按摩。 
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 GAP 將一台 1960 年代的校車改造成為現代化的移動式店面，在當地的海灘、節
慶、和夏季特別活動去促銷 GAP 1960 年代主題的商品
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圖一:Illy 在紐約運用貨櫃車開設露天的
零時性商店。 
 
(圖片來源：www.newyorkology.com) 
 
 
 
 
圖二：Joe 使用大卡車在美國的一個社
區開臨時性商店。 
 
(圖片來源：www.gomra.com)
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請回答下頁的問題 
 
依據下列臨時性商店的類別，請指出您感興趣的程度。 
 不感興趣---------------------------非常有興趣 
64.服裝 1 2 3 4 5 6 7 
65.家庭用品 1 2 3 4 5 6 7 
66.個人護理產品(例如：洗髮精、化妝
品) 
1 2 3 4 5 6 7 
67.餐廳 1 2 3 4 5 6 7 
68.食品  1 2 3 4 5 6 7 
69.室內陳設和裝飾用品 1 2 3 4 5 6 7 
70.居家修繕 1 2 3 4 5 6 7 
71.運動用品 1 2 3 4 5 6 7 
72.旅遊服務(例如：旅館、定機位、旅
遊規劃) 
1 2 3 4 5 6 7 
73.寵物用品 1 2 3 4 5 6 7 
74.藝術 1 2 3 4 5 6 7 
75.雜誌 1 2 3 4 5 6 7 
76.書籍 1 2 3 4 5 6 7 
77.電器用品 1 2 3 4 5 6 7 
78.玩具 1 2 3 4 5 6 7 
79.酒類、飲品 1 2 3 4 5 6 7 
80.對於臨時性商店，請列出您感興趣的
其他類別或範圍。 
 
_____________________________________ 
 
 
根據前面對臨時性商店的例子和描述，請問您對臨時性商店的感覺及對哪些特色讓
感到很有興趣。 
 非常不同意---------------------非常同意 
81. 臨時性商店很令人興奮。 1 2 3 4 5 6 7 
82. 臨時性商店提供新產品或新品牌。 1 2 3 4 5 6 7 
83. 臨時性商店提供限量或特殊的產品或
品牌。 
1 2 3 4 5 6 7 
84. 臨時性商店提供令人感到新奇或驚奇
的東西是很重要。 
1 2 3 4 5 6 7 
85. 臨時性商店提供了解產品或品牌的好
管道。 
1 2 3 4 5 6 7 
86.在臨時性商店裡，能不能試用產品對消 1 2 3 4 5 6 7 
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費者而言是重要的。 
87. 在臨時性商店裡，有沒有提供免費試
用品和服務是重要的。 
1 2 3 4 5 6 7 
88.在臨時性商店裡應提供一對一個人化的
體驗。 
1 2 3 4 5 6 7 
89. 臨時性商店應該要有熟知產品的銷售
代表。 
1 2 3 4 5 6 7 
90. 臨時性商店需提供獨一無二的體驗。 1 2 3 4 5 6 7 
91.在臨時性商店銷售的產品或品牌應在一
個人的生活型態中具有重要性。 
1 2 3 4 5 6 7 
92. 比起普通商店，在臨時性商店裡銷售
限量的產品或品牌會是一個缺點。 
1 2 3 4 5 6 7 
93.和其他人ㄧ起逛臨時店舖是重要的。 1 2 3 4 5 6 7 
94.若臨時性商店內有銷售產品，當店舖結
束營業，應有簡單退貨的管道。  
1 2 3 4 5 6 7 
95.臨時性商店刺激購買慾望。 1 2 3 4 5 6 7 
96.臨時性商店應只銷售品質最好的商品。 1 2 3 4 5 6 7 
97.在臨時性商店裡，可以比較品牌對於顧
客而言是很重要的。 
1 2 3 4 5 6 7 
98.臨時店舖應確定員工不會太過於推銷產
品。 
1 2 3 4 5 6 7 
99.臨時性商店很吸引人注目。 1 2 3 4 5 6 7 
100.若店舖結束營業，在臨時性商店銷售
的產品應在別處也可以購買到。 
1 2 3 4 5 6 7 
101.開一家臨時性商店在繁華的地段，會
增加人們光顧這家零時性店鋪的意願。* 
1 2 3 4 5 6 7 
102. 臨時性商店應提供了一個難忘的經
驗。 
1 2 3 4 5 6 7 
103. 臨時性商店提供了一個舒適的環境。 1 2 3 4 5 6 7 
104. 臨時性商店應販賣限量商品。 1 2 3 4 5 6 7 
105. 臨時性商店應該在現場提供具有娛樂
功能的活動。 
1 2 3 4 5 6 7 
106. 臨時性商店的所販賣的商品應能夠要
能夠顯示我個人的身分。 
1 2 3 4 5 6 7 
107. 臨時性商店的所販賣的商品應能增進
我個人的與眾不同。 
1 2 3 4 5 6 7 
108.成為少數幾個可以體驗臨時性商店的
人可以讓我得到別人的羨慕。 
1 2 3 4 5 6 7 
109. 成為少數幾個可以體驗臨時性商店的 1 2 3 4 5 6 7 
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人可以維持我個人的社會地位。 
110. 成為少數幾個可以體驗臨時性商店的
人可以突顯我個人的與眾不同。 
1 2 3 4 5 6 7 
 
依據下列描述，請選出您同意或不同意的程度(每ㄧ敘述圈選ㄧ個號碼)。 
 非常不同意------------------------非常同意 
111.整體而言，我認為在臨時性商店裡的
購物經驗讓我感覺很不錯。 
1 2 3 4 5 6 7 
112. 臨時性商店相當與眾不同。 1 2 3 4 5 6 7 
113. 臨時性商店引起我的興趣。 1 2 3 4 5 6 7 
114.我喜歡臨時性商店的概念。 1 2 3 4 5 6 7 
115.我會介紹其他人去逛臨時性商店。 1 2 3 4 5 6 7 
116.逛過臨時性商店後，我有意願購買主
打商品。 
1 2 3 4 5 6 7 
117.我想去逛臨時性商店。 1 2 3 4 5 6 7 
118.未來有機會，我會去逛臨時性商店。 1 2 3 4 5 6 7 
119.我會在臨時性商店買東西。 1 2 3 4 5 6 7 
 
依據下列描述，請選出您同意或不同意的程度(每題圈選ㄧ個號碼)。在 1-7 的選項
中，1 代表不同意，7 代表完全同意，同意的程度隨數字增大。 
 非常不同意------------------------非常同意 
120.我聽過臨時性商店。 1 2 3 4 5 6 7 
121.臨時性商店對我來說是很新的概念。 1 2 3 4 5 6 7 
122.我從沒去過這種臨時性商店。 1 2 3 4 5 6 7 
123.我去過這種臨時性商店。 1 2 3 4 5 6 7 
 
 
124.您認為臨時性商店開張時間最短應該為期多久(請選一項勾選) 
1. ㄧ天 ___________ 2. 好幾天 ___________ 
3. ㄧ個禮
拜 
___________ 4. ㄧ個月 ___________ 
5. 三個月 ___________ 6. 半年 ___________ 
7. ㄧ年 ___________   
 
 
125.您願意花多久的時間去到臨時性商店？(請選一項勾選) 
1. 不想去 ___________ 2. 少於半小時 ___________ 
3. 半小時 ___________ 4. ㄧ小時 ___________ 
5.ㄧ個半小時 ___________ 6. 兩小時或兩小
時以上 ___________ 
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126.請描述您目前就讀的學校 (請填寫) 
A：城市 B：學校名稱 C：科系 
___________ ___________ ___________ 
127.您的性別？(請選一項勾選) 
1.男_____ 2.女______  
128.您的年齡？  
___________
歲   
129.您幾年級？(請選一項勾
選) 
  
大一  ______ 
              大三  ______  
大二  ______ 
大四  ______ 
 
 
130.您與父母同住嗎？(請選一項勾選)  
1.是 ______      2.不是 ___________ 
131. 平均ㄧ個月裡，您多久購物ㄧ次（在非食物上）？(請選一項勾
選) 
1.從不去 ___________ 2.ㄧ次 ___________ 
3.兩或三次 ___________ 4.四或五
次 
___________ 
5.六次以
上 
___________ 
 
  
132.您的生活費是？(請選一項勾選) 
1.我知有一點點或甚至沒有零用錢可
用。 ___________ 
2.我的零用錢和大家差不多。 ___________ 
3.我的非常充裕的生活費。 ___________ 
 
交卷，謝謝您寶貴的時間，研究人員感謝您的協助! 
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